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The Muncie dna) Star 


is unique as a proposition. It is without a 
counterpart among American newspapers, 











HERE ARE ITS CLAIMS: 


Largest Morning Circulation in Indiana. 

Largest Daily Circulation in Indiana 
(except one Indianapolis paper). 

In Delaware and the six adjoining 
counties it reaches 60 per cent of all 
occupied homes. 

It has the largest circulation of any 
American newspaper in the city where it 
is published, reaching 97 per cent of all 
occupied homes in Muncie. 
















Actual average Daily Circulation or 
April, 1903, was 


26,732 Copies 
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Press Day 
June 3, 1903 


The special issue of PRINTERS’ INK of June 10, 1903— 
Press Day as stated above—goes to a list of ten thousand 
names of persons interes in advertising. It is a list 
—— by the Chicago News and placed at the disposal 
of the publishers of PRINTERS’ INK for their exclusive 
use. ile this special edition is primarily issued for the 

urpose of obtaining new subscribers to INTERS’ INK, 
it is of importance to note that it goes to people who are 
already interested in general advertising, and hence to 
people which every g newspaper likes to reach for the 
purpose of ge new business. As the ten thousand 
extra copies are ded to the regular issue, the edition 
becomes one of extraordinary size. As. there will be no 
extra charge beyond the ordinary rates—as stated below— 
all choice newspapers and periodicals have an opportunity 
to reach a quantity and quality of advertisers at a cost 
which they could not possibly reach in any other way. The 
same holds good for adwriters, designers, novelty makers 
and everybody else who has a proposition which interests 
advertisers. 

Therefore PRINTERS’ INK does not hesitate to say that 
every first-class periodical should be represented in this 
issue. Half and — _—_ are err suggested. 
The publishers of PRINTERS’ INK have every day more evi- 
dence how the first-class advertisers of this and other coun- 
tries carefully read and appreciate the LITTLE ScHOOL- 
MASTER. An announcement in a journal which has the 
esteem and affection of its readers commands always at- 
tention wherever it goes. 


Orders and copy must be received on or 


before June 3, 1903. 


One page, $40 ; half page, $20; quarter , $10; smaller spaces, 

pro rata. Twenty-five per cent extra for special positions, if granted. 

lassified advertisements, 10 cents a line ; small display, 20 cents a line. 
Five per cent discount for cash with order and copy. 











ADDRESS 


PRINTERS’ INK, 


10 Spruce St., New York. 
” —— alae 
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ENTERED aS SECOND-CL4SS MATTER AT THE NEW York, N. Y., Post OFFICE, JUNE 29, 1893, 


Vou. XLIII. NEW YORK, 


VIEWS OF A NEW YORK 
REPRESENTATIVE. 


While the steady growth of the 
Little Schoolmaster’s “Roll of 
Honor” shows that it is one of the 
most popular and valuable features 
he has ever introduced, there was 
some doubt before its adoption as 
to the support it would receive 
from publishers. Like all good 
things its advantages were not ap- 

rent on the surface, and the pub- 
fisher of Printers’ INK put forth 
the preliminary announcements 
only after considerable hesitancy. 
Once begun, however, the “Roll 
of Honor” was immediately recog- 
nized as a valuable form of adver- 
tising for the publications entitled 
to representation. Additions are be- 
ing made weekly and about 140 
publications are represented in this 
issue. One of the first to give in- 
dorsement and support was Mr. E. 
Katz, the well-known special rep- 
resentative whose offices are in 
Temple Court. Fifteen years’ ex- 
perience in securing business for 
out-of-town mediums has given 
Mr. Katz a thorough knowledge 
of the requirements of general ad- 
vertisers who place business in 
New York City, as well as of the 
factors that carry most weight in 
their selections of mediums. Re- 
garding the “Roll of Honor” he 
recently said: 

“At the outset I recognized in 
this feature a form of advertising 
that is not only inexpensive, but 
peculiarly effective for the papers 
that I represent, while its value to 
advertisers is beyond question. 
Realizing its help in the work of a 
special agent, I immediately wrote 
to all papers on my list urging the 
publishers to secure representa- 
tion. As a result fifteen of them 
have made contracts. My list 
comprises twenty-one dailies; 
twelve of them publish weekly edi- 
tions, and one weekly—the San 
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Francisco Argonaut—as well as 
the 350 weekly newspapers em- 
braced in the Pacific Coast News- 
paper Unions, representing a 
weekly circulation of more than 
200,000 copies. Nearly all of these 
mediums are eligible to the ‘Roll 
of Honor,’ as they have figure 
ratings in the 1903 issue of the 
American Newspaper Directory. 
Three of the papers sent state- 
ments too late for insertion, but 
will take steps to secure figure rat- 
ings in the next edition. I con- 
sider the ‘Roll of Honor’ one of 
the very best things that Print- 
ERS’ INK has offered to publishers, 
for it keeps a paper favorably and 
permanently before the advertising 
public. In my experience general 
advertisers in New York pay a 
great deal of attention to the rat- 
ings in the American Newspaper 
Directory, and I have always en- 
deavored to impress the publishers 
I represent with the necessity for 
furmshing regular statements, even 
stating a decreasing circulation 
rather than have circulation in 
doubt. Next to that I believe in 
advertising in Printers’ INK. All 
of the papers on my list have used 
space in the Little Schoolmaster 
at different times, and with de- 
cided benefit. Next to that comes 
personal solicitation. There is 
nothing like getting around at in- 
tervals and talking with advertis- 
ers. The work of a special repre- 
sentative is that of a missionary. 
Fifteen years ago there were not 
many advertisers who placed busi- 
ness over large reaches of terri- 
tory, while to-day there are liter- 
ally hundreds who conduct sys- 
tematic national campaigns. Much 
of the credit for this increase is 
due to the special representative. 
for he has educated the general 
advertiser to the value of out-of- 
town newspapers, and been of di- 
rect benefit to the agencies in mak- 
ing new advertisers and increasing 





~ FSS 


Sa SR ESET 


4 PRINTERS’ INK. 


appropriations. More than anyone 
else he has impressed the advertis- 
ing public with the truth that some 
of the mediums in the smaller 
cities are more valuable than the 
metropolitan dailies. The average 
small daily and country weekly has 
a larger pro rata circulation than 


circulates 16,000 papers every 
evening, thus entering four fifths 
of the homes in that city. This 
circulation, it must also be re- 
membered, is entirely local, where- 
as part of the circulation of every 
New York daily is general. This 
is a matter of statistics that will 














Mr. E. Katz. 


such a daily as the New York 
Journal. The present population 
of Greater New York is estimated 
at 5,000,000, and the- Journal 
reaches only thirty per cent of this. 
New Haven has a population of 
100,000 people, representing 20,000 
families. The New Haven Union 


be borne out in the case of nine- 
tenths of the dailies and weeklies 
of the United States, and a factor 
that the special representative has 
taught the general advertiser to 
take advantage of. The greater 
share of the business obtained by 
a special representative comes 

















through the agencies, but in this 
office we conduct systematic cam- 

igns among advertisers who 
place direct and send literature to 
prospective advertisers. This lit- 
erature consists of circular letters, 
circulation statements and the like, 
packed with energetic personal so- 
licitation. We try to keep our pa- 
pers prominently betore the adver- 
tising public all the time. We re- 
ceive the papers published in every 
town on our list, and check the ad- 
vertising by that in our own me- 
diums. When new business ap- 
pears in a contemporary of one 
of our papers we immediately take 
steps to secure some of it for the 
paper that we represent in that 
town. The selection of mediums 
is sometimes made by wholesale 
druggists or grocers in a city, the 
general advertiser following their 
suggestions as to local advertising 
of his commodities. The amouut 
of foreign advertising placed in 
New York this year has been fair- 
ly large, though not so large as for 
the same period in 1902, owing to 
the late spring. The whole year’s 
business, however, will compare 
well with that of last year. For- 
eign advertising is influenced 
sometimes by weather or crop con- 
ditions, but more by the state of 
business and the money markets. 
Good times and easy money bring 
out a large volume of foreign ad- 
vertising, while stringency results 
in decreased appropriations. One 
would naturally think that a fall- 
ing off in business would be the 
signal for increased advertising, 
but the reverse is the rule, I am 
sorry to say. The best months of 
the year are usually January, Feb- 
tuary, March and April, when 
spring and early summer advertis- 
ing is being placed. There is also 
an increase in foreign placing dur- 
ing the autumn. Foreign adver- 
tising fifteen years ago was limit- 
ed, but to-day every large busi- 
ness house advertises to as great 
an extent in the general field as 
locally, while some of the heaviest 
advertisers use no local publicity 
whatever. A form of general ad- 
vertising that is still in a thriving 
infancy is that of European busi- 
ness houses in the newspapers of 
the United States. The amount of 
business received from Europe and 
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Great Britain is increasing slow- 
ly but surely. Manufacturers over 
there are gradually awakening to 
the vast field for enterprise that 
exists in this country. The suc- 
cess of Pears, Hunyadi Janos, 
Liebig’s Extract, Beecham’s and 
other well-known foreign com- 
modities has directed their atten- 
tion to the United States. Much 
of this business is placed through 
American agencies at present, but 
I have no hesitancy in predicting 
that the time is coming when en- 
terprising American dailies will 
have special representatives in 
London and Paris, just as they 
have them in New York and Chi- 
cago to-day. The business is there, 
and the special representative will 
probably do most to develop and 
secure it.” 

The mediums represented by the 
E. Katz Special Agency are as 
follows: 

Ledger, Birmingham, Ala.; Republi- 
can, Fresno, Cal.; Tribune, Oakland, 
Cal.; Independent and Mail, Stockton 
Cal.; News, San Jose, Cal.; Union an 
Paliadium, New Haven, Conn.; Metrop- 
olis, Jacksonville, Fla.; Journal News, 
Evansville, Ind.; News, Hutchinson, 
Kan.; Leader, Lexington, Ky.; Globe, 
oplin, Mo.; Inter-Mountain, Butte, 
Mont.; Independent, Helena, Mbnt.; 
Chronicle, Virginia City, Nev.; Times, 
Erie, Pa.; Herald, El Paso, Tex.; Star, 
Seattle, Wash.; Ar, onaut, San Francis- 
co; Oklahoman, Oklahoma City, Okla.; 
News, New Orleans. Pacific Coast 
weeklies to the number of 350 em- 
braced in the San Francisco New r 
Union, Portland ewepenss Union, Se- 
attle Newspaper Union, Spokane News- 
paper Union and Los Angeles News- 
paper Union, of which seventy-five per 
cent are official county seat organs; 
besides fifty smaller dailies circulating 
through Washington, Oregon and Calli- 
fornia, that are very va uable to the 
general foreign advertiser. 





Tue knack of putting one’s self in the 
buyer’s place is essential to the writ- 
ing of good advertisements. 








lg 
( Du n 


, ee 


ae) 





The Highest Type of French Champagne 
CODMAN & HALL Co. 
Agente for the U. 8. 

. SOSTON, - - - MASS. 


ADVERTISING CORKS, 
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QUAKER CITY POINTERS. 
By John H. Sinberg. 


The street car cards of Keith’s 
New Theater, particularly those 
containing “take-offs”’ on Sunny 
Jim, are attracting a great deal of 
attention. Here are two of the 
most recent: 

KEITH JINGLES. 
There’s Mother's Bread and Father’s 


rea 
And Bread that Cuts like Cake, 
But the staff of life is laughter— 
The kind that KEITH shows make. 
About on Smile That Won’t Come 


Or why some Jims are Sunny, 
There’s very little secrecy— 

The cause is truly funny. 

The breakfast foods have helped— 
maybe, 

But probing underneath 
You'll find the Smilers saw a show 

Prepared by B. F. KEITH. 

“Do these jingles pay?” I asked 
Mr. H. A. Daniels, Keith’s adver- 
tising manager. 

“Yes,” he answered, “in this way. 
They keep the name of Keith and 
the New Million-Dollar Theater 
constantly before the traveling 
public. The new house has been 
acked to the doors from the day 
it opened.” 

* * * 
_ The thirty-fourth anniversary 
is being celebrated in striking 
fashion ‘by the firm of N. Snellen- 
berg & Co. The big store at 
Twelfth and Market streets is 
transformed into an industrial mu- 
seum. Practical illustrations of 
manufacturing processes abound 
on every hand, and quite distract 


attention from the pretty decora- st? 


tions of flowers and palms. 

tour of the place is really educa- 
tional. An especially interesting 
demonstration is that of decorative 
work with sealing wax colors. 
Seals are made from any selected 
colors and distributed free of 
charge. On the first floor art 
needlework lessons are given free 
by experienced teachers. The con- 
certs by Beale’s Municipal Band, 
given on the third floor, are largely 
attended, the seating capacity for 
2,000 persons being none too am- 
ple. he American Saxaphone 
Quartette has also been engaged. 


The new building for Perry & 
Co., the tailors, now in the course 
of erection at the southeast corner 
of Sixteenth and Chestnut streets, 





will be another acquisition to the 
number of fine structures that have 
been erected in the central section 
of the city. It will be eight 
stories high, of fireproof structural 
steel construction with frontage of 
sixty-eight feet on Chestnut street 
and 157 feet on Sixteenth street, 
The exterior walls will be of light 
Pompeiian brick with terra cotta 
trimmings. Perry & Co. will oc- 
cupy the lower floors as a retail 
clothing store. It is expected to 
have the building ready for occu- 
pancy by the 1st of January, 1904, 
and in their new building increased 
advertising may be looked for. 
* * + 


Marks Bros. have hit upon a 
novel scheme to find out the best 
newspapers for them to use. To 
every woman who is worth having 
as a customer they address a re- 
turn postal card, which contains 
the following: 

Dear Madam: 

We are going to have some very in- 
teresting news to tell you about in the 
a, rs, from time to time. Will 
you p us to make sure of — 
this to you, by filling out the attache 
card and returning it to us? We are, 

Yours very truly, 
Marks Broruers, 
822 Chestnut street. 


And here are the questions: 
Which morning papers do you receive 
at your home daily? 
Which do you personally prefer?—— 
Which evening paper do you prefer?— 
Do you read the advertisements of 
the various stores? 


NAME 
ADDRESS-—————_—- 
Have you ever visited 822 Chestnut 











It will be interesting to see the 
final figures, which, of course, will 
not be ready for some time. 
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Kansas City? 


The Star 


in the evening and 


in the morning. 


Combined circulation 
200,000 a day. 





Circulation 115,000. 











farm houses every week. 


pm 
Have you a friend’ in 


Ask him if he doesn’t read 


The Times 


The Kansas City Sunday Star. 


The Kansas City Weekly 
STAR goes into over 215,000 
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THE A. A. A. 





A booklet descriptive of the pur- 
pose and work of the Association 
of American Advertisers was late- 
lv received by the Little School- 
master. While lucid so far as gen- 
eralities were concerned it failed 
to give any very specific results of 
the Association’s operations that 
would be helpful to advertisers. A 
Printers’ INK reporter was there- 
fore dispatched to the Park Row 
office with three questions: 

1. When did the A. A. A. first become 
an association? 2. When did it make 
its first examination of the circulation 
of a ori wae 3- How many such 
examinations have been made to date? 


Mr. T. E. Crossman, assistant 
secretary, stated that the Associa- 
tion was organized on December 
11, 1899, and had consequently been 
in existence nearly three and a 
half years. The work of examin- 
ing the circulation of publications 
began early in 1900, and the first 
periodicals submitted to the pro- 
cess were the magazines published 
by Frank A. Munsey. Immediate- 
ly following these an inquiry was 
made into the circulation of other 
New York magazines, and the 
first examination of and report 
upon a newspaper were made in 
the case of the Baltimore Ameri- 
can. To the present time reports 
have been made on about 400 me- 
diums, of which 240 were made 
after examinations. “Inspection 
reports” have also been made upon 
fifty-one cities, the Association’s 
inspector usually visiting a num- 
ber of centers in a given State. 
The inspector puts himself in the 
attitude of an advertiser wishing 
to exploit goods in a locality, and 
such reports contain a comprehen- 
sive description of the city, the 
chief occupations of its people, 
character of dwellings, grades of 
goods sold, and so forth. The 
condition of the drug and grocery 
trades is investigated with regard 
to window displays, -substitution 
and cut rates, lists of prices at 
which advertised goods are sold 
being given in some cases. Bill- 
boards, distributing, sampling and 
outdoor publicity are investigated, 
as well as street cars, with number 
of lines and cars and cost of space. 
Theater programmes are embodied 
in the report, a house-to-house 


PRINTERS’ INK. 





canvass is made to ascertain the 
relative circulation of local news- 
papers, sales of magazines and 
outside newspapers are given in 
tabular form and local advertisers 
are interviewed. Reports of this 
nature made thus far cover Con- 
necticut, Maine, Massachusetts, 
New York, New Hampshire, New 
Jersey, Ohio, Pennsylvania and 
Rhode Island, as well as Toronto, 
Canada. The work will be contin- 
ued until all the Southern and 
Western States have been covered, 
Mr. Crossman stated that there 
had been no withdrawal from the 
Association in the past six months, 
that the advertisers who were now 
members were very well satisfied 
with the reports and service, and 
that the Association had reason 
to be proud of the record it had 
made with the limited means at its 
disposal. During the first year 
there were many withdrawals, but 
these were chiefly small advertis- 
ers who had become members to 
help the organization begin work, 
and who, finding that the reports 
furnished were of little value in 
their comparatively circumscribed 
fields, withdrew their support. 
General advertisers conducting ac- 
tive campaigns over extensive ter- 
ritory find the information obtain- 
ed by the Association of great 
value. The one difficulty met with 
thus far had been that of arousing 
advertisers to the value of mem- 
bership. Many letters of inquiry 
are constantly received, but for 
some unexplained reason the ac- 
cess of new members is small. A 
certain degree of secrecy naturally 
accompanies the Association’s in- 
vestigations, as its members pay 
for the information obtained and it 
is frequently advisable to protect 
publishers’ affairs. So far as pos- 
sible, however, the Association en- 
deavors to be fair and open in its 
work, withholding no information 
that can consistently be made pub- 
lic for the benefit of advertisers. 
From the Association’s booklet it 
appears that reports upon periodi- 
cals give complete analyses of cir- 
culation, separating paid from un- 
paid, local from out-of-town, giv- 
ing number of subscribers, news- 
stand sales, street circulation, 
free copies and so forth. Travel- 
ing inspectors make reports of con- 











eee 








dition of billboards and other mat- 
-ters of importance to individual 
members, while the organization is 
always willing to perform for 
members any service within the 
scope of its work. It is claimed 
that the Association has been es- 
pecially active in discouraging sub- 
stitution, as well as in agitating 
for postal currency, a parcels post 
and the reduction of rates on third 
and fourth class matter. In con- 
junction with other organizations 
it has done much to reduce freight 
rates and secure re-classification, 
and has helped improve the trade- 
mark laws. In addition to regular 
reports on periodicals and cities a 
monthly bulletin containing gen- 
eral information of value to ad- 
vertisers is mailed to members. 
The membership is now as fol- 


lows: 

New York City: Aeolian Co., Allcock 
Mfg. Co., Bon Ami Co., Colgate & Co., 
Hall & Ruckel, Huyler’s, 1 B. Kirk 
& Co., Mariani & Co., Enoch Morgan’s 
Sons Co., Omega Chemical Co., f L. 
Prescott & Co., Remington ‘Typewriter 
Co., Andreas Saxlehner, Scott Bowne, 
Singer Mfg. Co., Wing & Son. Chi- 
cago: American Cereal bo., Baker-Vaw- 
ter Co., N. K. Fairbank Co., Hamlin’s 
Wizard Oil Co. Philadelphia: B. Filei- 
scher & Sons, W. Atlee Burpee & Co., 
Pelons Hook and Eye Co., Fels & Co., 
Dr. D. Jayne & Son, Lever Brothers 
Limited, Munyon’s Homeopathic Home 
Remedy Co., H. O. Wilbur & Sons. 
Walter Baker & Co., Boston, R. T. 
Booth Co., Ithaca, N. Y., California Fig 
Syrup. Co., San Francisco, Joseph Camp- 
bell Preserve Co., Camden, N. J., Carle 
ton & Hovey, Lowell, Mass., Chatta- 
nooga Medicine Co., Chattanooga, Tenn., 
Columbia Phonograph Co., Bridgeport, 
Corticelli Silk ills, Florence, ass., 
Cream of Wheat Co., Minneapolis, T. 
B. Dunn Co., Rochester, Duquesne Dis- 
tributing Co., Harmarville, Pa., East- 
man Kodak Co., Rochester, Evans Chem- 
ical Co., Cincinnati, Foster-Milburn Co., 
Buffalo, General Electric Co., Schenec- 
tady, Genesee Pure Food Co., LeRoy, 
N. ¥., International Silver Co., Meri- 
den, Conn., - . Hanson & Co., 
Schenectady, Dr. David Kennedy _Cor- 
oration, Rondout, N Y., Macbeth-Evans 
lass Co., Pittsburg, Fred Macey Co., 
Grand Rapids, Merrell-Soule Co., Syra- 
cuse, Miles Medical Co., Elkhart, Ind., 
Moxie Nerve Food Co., ston, Paris 
Medicine Co., St. Louis, Parke, Davis & 
Co., Detroit, Pillsbury-Washburn Flour 
Milis Co., Minneapolis, Lydia E. Pink- 
ham Medicine Co., Lynn, Mass., Piso 
Co., Warren, Pa., Postum Cereal Co., 
Battle Creek. Procter & Gamble Co., 
Cincinnati, Rumford Chemical Works, 
Providence, fc; Schlitz Brewing Co., 
Milwaukee, Sterling Remedy Co., Sterl- 

Stuart Co., Marshall, 

















ng, Ind., F. A. 4 
Mich., E. S. Wells, Jersey City, J. B. 
Williams Co., Glastonbury, nn., 
World’s Dispensary Medical Associa- 
tion, Buffalo. 2 
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| Che Chicago 
Record-Rerald 


gained in April, 1903, 
over April, 1902, 
Dally, # 5,653 
Sunday, 48,734 




















Daily Average, April, 1903 


160,160 


Sunday Average, April, 1903, 
195,613 


The only known Morning 
and Sunday Circula- 
tion in Chicago ! 























The City of 


Toronto 


has a population of 225,000. 
They are visited with all the 
needs that flesh is heir to, and, 
better yet, they are educated to 
reads ads to find out what they 
want. If you have something 
they ought to have, advertise it in 
the 


Evening 
Telegram 


31,428 Daily 
34,000 Saturdays 





PERRY LUKENS, JR., 


Tribune Bldg., Room 29, is the 
New York Representative 























WEEKLY AD 
CONTEST 


For the purpose of fostering 
an ambition to produce good 
advertisements, retail and 
others — PRINTERS’ INK con- 
ducts this weekly contest. 

Any reader or person may 
send an ad which he or she 
notices in any newspaper for 
entry. 





Reasonable care should be y 


exercised to send what seem to 
be good advertisements. Each 
week one ad will be chosen 
which is thought to be superior 
to any other submitted in the 
same week. The ad so chosen 
will be reproduced in PRINTERS’ 
Ink, if possible, and the name of 
the sender, together with the 
name and date of the paper in 
which it had insertion, will also 
be stated. A coupon, good for 


a year’s subscription to PRINT- Pp 


ERS’ INK, will be sent to the per- 
son who sends the best ad each 
week. Advertisements coming 
within the sense of this contest 
may be taken from any period- 
ical, and they should preferably 
be announcements of some re- 
tail business, including bank 
ads, real estate ads, druggists’ 
ads, etc. Patent medicine ads 
are barred. The sender must 
give his own name, the name 
and date of the paper in which 
the ad had insertion. All ad- 
vertisements submitted for this 
purpose must be addressed 
Weekty Ap ContTEST, Care 
Editor PRINTERS’ INK,10 Spruce 
Street, New York. 
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TWENTY-THIRD WEEK, 





In response to the competition 
announced here sixty-four adyer- 
tisements were received in time for 
report in this issue. The one re 
produced on the opposite page was 
deemed best of all submitted. It 
was sent in by Miss K. M. Lowe, 
11 Stevenson Drive, Langside, 
Glasgow, Scotland, and it appeared 
in the Sirand Magazine of Lon- 
don for May, 1903. A coupon as 
provided in the conditions of the 
contest was mailed to Miss Lowe, 
The other sixty-three advertise- 
ments appeared im the following 
thirty-seven periodicals: 


Schenectady, N. Y., Gazette; Chicago, 
-» News; Cincinnati, O., Enquaaet 
New York, N. Y., Sun; Pittsburg, Pa, 


Bulletin; Brockville, Can., Recorder; 
Corry, Pa., Times; Philadelphia, Pa, 
Saturday Evening Post; Philadelphia, 


Pa., Press; New York, N. Y., P 
ERs’ INK; St. Louis, Mo., 
Farmer and Stock Grower; Washington, 
D. C., Post; Detroit, Mich., Journal; 
Toronto, Can., Telegram; Grand Island, 
Neb., Independent; Sacramento, Cal., 
Bee; Houston, Tex., Chronicle; 
kane, Wash., Press; Chicago, Ill., Inter. 
Ocean; Los Angeles, Cal., Herald; New 
York, Y., Scribner's Magazine; 
Memphis, Tenn., Commercial “Appeal: 
Memphis, Tenn., ews; Milwaukee, 
Wis., Sentinel; Denver, Col., Post; 
Houston, Tex., Post; Troy, N. Y., Rec 
ord; Montreal, Can, Herald; Pitts- 
burg, Pa., Dispatch; Philadelphia, Pa., 
Farm Journal; Warren, O., Tribune; 
Warren, O., Democrat ; Cleveland, O., 
ress; Yazoo City, Miss., Sentinel; 
Pittsburg, Pa., Times; Chicago, IIL, 
Record-Herald; Cleveland, O., Plain 
Dealer. 

The managing editor of Print- 
ERS’ INK would like to see still a 
wider range of country covered 
wherefrom advertisements are sent 
in to take part in the contest. For 
this reason he would be pleased to 
have publishers send in the names 
of their retail advertisers, who 
might be interested in reading the 
Little Schoolmaster. _To such 
names sample copies will be mail- 
ed free of cost. Help the dealer 
to create an interest in intelligent 
advertising and you will surely 
help your own advertising patron- 
age. Those retailers, who are al- 
ready readers of Printers’ INK 
appreciate the helpful suggestions 
and ideas which they get from 
the paper and as PRINTERS’ INK is 
the best advertising school it 
should be in the hands of every 
progressive young business man. 


RINT: 
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From time to time 


use has been made of space 
in Printers’ INK to voice the sentiment of San Francisco 
advertisers touching the drawing qualities of the . 


San Francisco Call 


In this connection the communication reproduced on the 
opposite page is of special importance. 

At the outset, the management of Prager’s, San Fran- 
cisco’s new Department Store, thought it advisable to use com- 
paratively little space in the CALL, 

After about three months the management of the Adver- 
tising Department was changed and put under the able direc- 
tion of Mr. Homer A. Boushey, who has been responsible for 
some of the best advertising matter in use in San Francisco 
papers. 

Mr. Boushey, at an early stage of his work, recognized the 
fact that a great home clientele was being largely 
overlooked, and insisted upon an increase of his advertis- 
ing appropriation. 

The firm’s letter shows that in two-thirds of a year the 
entire contract has been exceeded by 150 per cent, 

It is due in a large measure to CALL space, occupied by 
convincing advertising matter, that Prager’s is now one of the 
great busy centers of the San Francisco shopping trade. 

The SAN FRANCISCO CALL is printed every day of the year. 

It guarantees an average circulation daily in excess of 
60,000 copies, and Sunday in excess of 75,000 copies. 

The bulk of this large circulation is in the homes, 

The CALL has a wider distribution in homes 
specially desirable to advertisers of legitimate 
goods than any newspaper published on the Pa- 
cific Slope. 

Write for advertising rates. 


Sten Et ROR APE 5 

















ADVERTISING REPRESENTATIVES: 
STEPHEN B. SMITH, C. GEO. KROGNESS, 


30 Trrsune Buitpinc, New York. Maroqustte BuiiptneG, Cxicaco. 


JOHN D. SPRECKELS, Publisher and Proprietor. 
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60,000 Daily. 75,000 Sunday 
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Mr. &. J. Martin, 
Tusarore Manager S. ?. Call, 
or Sirt- 

‘. Unio> cur present contract with the Call our 
atvertiscuents are not entitled to any special position 
ant we dosire to know whet arran7anents can be made for 

bas "pesition when our new contract 1s sizned, 

“ene existing contract which still hes four 
months to jun celle for 10,500 lines. As you are aware 
a heve already used to date over 25,500 lines. This 


use of space in excess of the terms of our contract and 





our iesire tc employ your columns to a ¢reater extent in 





the future is susceptible of but one explanation - Results. 





Vo neve been surprised and more than gratified 
over the returns from a liberal use of Call publicity, e 
’ 
Coniition which o7v114 not have obtained did the Call fail 


eo possess what it cleims - e large circuletion in the homes, 





Yours truly, 
Prager Compenv Ins., 


BY» 






Adv. Manager. 











IN THE HOMES. 














14 
WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


There is no advertisement so 
effective as something which sets 
people talking about a man or his 
wares. Once start a rumor in 
town, and you have all the world 
and his wife advertising you free. 
The difficulty is, to find a way of 
starting the rumor. When Mr. 
Barratt systematically writes to 
the British Government every cen- 
sus time (we only run a census 
every tenth year) offering to print 
the census papers free, if he may 
put “Pears’ Soap” on the back, I 
suspect that he does not really 
imagine that there is any prospect 
of his offer being accepted. In- 
deed, he gets almost as good an ad- 
vertisement when, in his quiet 
way, and with his air of inad- 
vertence (which reminds me of 
Mr. Vincent Crummles) he allows 
the offer to find its way into the 
newspapers, as if he had put 
“Pears’ Soap” on the census pa- 
pers. Mr. Crummles, it may be re- 
membered, told Nicholas Nickleby 
that he “couldn’t make out how 
these things got into the papers.” 
Mr. Barratt, one fancies, is under 
no such delusion. 

* + * 

Lately Madame Tussaud and 
Sons, the world-famous wax-work 
show firm, have been the subject 
of a circumstantial rumor which 
must have been very profitable to 
them, though it is wholly unfound- 
ed, and though they strenuously 
deny having had anything to do 
with its circulation. As a matter 
of fact I know they had not: it 
originated in connection with an 
altogether inferior and_insignifi- 
cant institution at the East End. 
This show had an imitation of 
Madame Tassaud’s “Chamber of 
Horrors,” a collection of murder- 
ers’ images and other gruesome 
objects and the enterprising pro- 
prietor offered five dollars to any- 
one who would sleep in this 
chamber for a night. Arising out 
of this, came the report, which has 
been repeated to me by half-a- 
dozen persons, that Madame Tus- 
saud and Sons had offered not five, 
but five thousand dollars to the 
hardy individual who would not 





PRINTERS’ INK. 


sleep, but would watch in the 
Chamber of Guilt, for a space of 
twenty-four hours. The competi- 
tor, it is said, would not be allowed 
any book or other occupation, 
Neither would he be permitted a 
light during the hours of darkness, 
And there was to be an electric 
signal, which he must use every 
fifteen minutes. There was an- 
other signal, whereby he could se- 
cure his release. he story fur- 
ther ran, that several people had 
taken on the job, and that no one 
had stuck to it for more than five 
hours. As a matter of fact, no 
such offer has ever been made, and 
no particular degree of courage 
would be required to fulfil the con- 
ditions if it were. The Chamber 
of Horrors at Mme: Tussaud’s is 
not a markedly gruesome exhibi- 
tion. But the rumor will certainly 
have sent many visitors to inspect 
the supposed terrors of this cele- 
brated show. 
* * * 


A somewhat kindred “advertise- 
ment” of the free and fortuitous 
kind is embodied in the following 
paragraph, which has been going 
the round of the joke columns: 

Fatuer Knew H1tm.—One of the In- 

ectors of schools in one district is a 

r. Williams and the following is an 
account of what happened on the oc- 
casion of his visit to a school near here, 
A little girl of six, in the infants’ 
school, greeted Dr. Williams with a 
smile of recognition whenever he turned 
in her direction. Struck by this fact he 
at last said, “Do you know me, my 
girl?” “No, sir,” was the reply, “but 
my father does; he always takes your 
pink pills!”"—Pudsey News. 


* * * 


Printers’ INK has often refer- 
red to the advertisements of Cates- 
by and Sons, a firm which from 
small beginnings has arisen since 
1894 by force of progressive and 
always very able advertising to a 
very high place. Mr. Edward 
Catesby, the head of the firm, who 
died last week, owed the inspira- 
tion which made him probably the 
largest retail trader on purely pop- 
ular lines in Britain, to a_ visit 
which he paid to the Chicago 
World’s Fair in 1893. When he 
came home, he was full of new 
ideas, and after a consultation with 
his sons, he resolved, with their 
complete and cordial assent, to 
sink a year’s profits in advertising, 














and at the same time to transform 
what had been a small retail cash 
business into an instalment-plan 
concern seeking universal trade by 

st and otherwise. From the 
Pst month they never looked ‘back. 
Constant and vigilant readers of 
Printers’ INK, the various mem- 
bers of the family have often writ- 
ten to me, and I have had for some 
weeks on my table a batch of 
pamphlets which they sent me with 
the suggestion that I might find in 
them something which could in- 
terest readers of this letter. 

* + * 


When they had been advertising 
a year, Catesby and Sons employed 
twenty clerks and shop assistants. 
Their present staff is said to num- 
ber 400, of whom 150 are lady 
clerks and typewriters. The busi- 
ness is cut fine; they do not go in 
for large profits or for high class 
trade at the West End of London. 
But their success shows that the 
goods they handle are honest and 
of good value, and one name which 
they have coined is a household 
word “Cork Lino” (Linoleum 
floor covering), and for Sir Henry 
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Irving’s production of “Dante” at 
historic Drury Lane this week, the 
stage was completely covered with 
Catesby’s Cork Lino. The latest 
of Mr. Edward Catesby’s innova- 
tions was to add shoes (as he had 
already added clothing) to the 
business of what had been original- 
ly a purely house-furnishing busi- 
ness, and it is said to have been 
his intention to make the concern 
a regular department store on 
New York lines—a sufficiently bold 
enterprise for a man of 63. Mr. 
Catesby’s death removes a promi- 
nent and judicious advertiser, but 
the firm he stood at the head of 
will continue and will grow. 
——— +o 

THE way to interest the great mass 
of common people is to talk to them in 
common every day language. 

i od 





Ir you wish people to talk about your 
goods, you should set the example, by 
talking about the goods yourself, 
through the columns of a reliable news- 
paper. 


Tue ad ought to be so simple that 
but one reading will be required to 
grasp its full meaning. Very few peo- 
ple are interested in advertising to the 
extent that they will read an ad more 
than once. 





> 








The Minneapolis Situation 


The daily average circulation of The Minneapolis 
Journal for month of March, 1903, was 57,965, 90 per cent of 


which goes direct to the homes. 


The Minneapolis Journal 


carried in April 37,818 inches paid advertising, and the Zven- 
ing Tribune carried 21,406 inches—The Journal exceeding 
the Evening Tribune by 76 per cent. 





The Minneapolis Journal carried more advertising in 
April than any other Twin City paper (daily or daily and Sun- 
day combined) ever carried in any one month. 








Actual canvass of residence district totals shows out of 


ing Tribune subscribers, 669 


4,827 residences visited, gg owe subscribers, 925 Zven- 


orning Tribune subscribers; and 


out of 70 flats visited, 1,154 Journal subscribers, 156 Lvening 
Tribune subscribers, 169 Morning Tribune subscribers. 


ANY ADVERTISER CAN PROVE THE ABOVE. 


M. LEE STARKE, 
Mgr. General Advertising, 


Tribune Building, 
NEW YORK, 





Tribune Building, 
CHICAGO, 











BY GEORGE ETHRIDGE, 
AKRADERS OF FRINTERS INK 
CRITICIOM OF COMMERCIAL 






AAT 


When the ancient Egyptian art- 
ist desired to show two horses or 
two men side by side, he depicted 
one standing up in the air above 
the other, thus affording the spec- 
tator a full and uninterrupted view 
of both. This method had its ob- 
vious advantages, and something 
of the same character is demanded 
by the advertiser of to-day who 
wants to show pictures of machin- 
ery, mechanical appliances and 
similar things. What he wants is 
a drawing which will show all 


Sha ett in 
Sass 
Pht perigee 
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GIDWAY MFG. 00., 6,800. 0. Armodt Ava., Chicage 
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four sides, the top, the bottom and 
the interior of the article adver- 
tised, together with the accurate 
details of every part, down to the 
smallest nut, bolt and screw. This 
isn’t an easy matter, and it is high- 
ly improbable that drawings of this 
character add to the pulling power 
of the advertisement. The com- 
mercial artist, however, may take 
his choice. He may attempt to 
carry out the advertiser’s ideas 
with mathematical exactness, or 
argue against it—he may bow to 
the situation or take the position 


Witt 
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COMMERCIAL ART CRITICISM 


383 UNION SQUARE, N.Y. 


RECEIVE, FREE OF CHAAGES 
MATTER SENT TO MA ETHAIDOE. 


of an educator and reformer in 
commercial art. The Sidway 
Table, one of the advertisements 
of which is reproduced here, 
may possibly be used for other 
things than the picture shows. If it 
has other uses, it did not occur to 
the Sidway Manufacturing Com- 
pany at the time the advertisement 
designated as No. 1. was prepared; 
otherwise, they would have surely 
been shown. It would certainly 
seem as if a picture of the table 
itself or a drawing showing clear- 


SIDWAY:::: TABLE 





No.2 


ly one of its uses would have been 
sufficient for one advertisement— 
and it would certainly have been 
more effective. One thing at a 
time is a pretty good rule, unless 
you have unlimited space at your 
disposal. However, if it is abso- 
lutely necessary to show the table 
and two different uses for it in 
one little advertisement, why not 
make it clear and distinct as in 
advertisement No. 2, so that the 
wayfaring man, though of poor 
eyesight, may see what it is all 
about? 
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More Figures from Cleveland. 


ews published in the Cleveland papers in 
Advertisi ng April, 1902 and 1908, stated in columns of 





800 agate lines : 

Plain Dealer Press Leader World 
1903.... 157334 1515 967 737 
1902.... 1384 1350% 902% 607% 
Gain.... 18934 164%, 64% 129% 


Note that THz Pian DEALER not only 
publishes more advertising than any other 
Cleveland paper but is also growing much 
more rapidly. 


ANOTHER POINT—In April, 1902, Taz PLatn DEALER published 
80 1-2 columns of city printing which was not this year published 
in any of these papers, so that in commercial advertising Plain 
Dealer’s gain was 270 1-4 columns. 





of Tae PLAIN DEALER 


The Circulation has grown also: 
March, 1903, Circulation : April, 1903, Circulation ; 
Daily, 61,477; Sunday, 57,443|Daily, 64,054; Sunday, 58,559 


We Repeat—The circulation of the Sunda 
PLAIN DEALER is double that of any other Clevelan 
Sunday paper and fifty per cent greater than that of 
all other Cleveland Sunday papers combined. 


The Circulation of the Daily PLAIn DEALER is 
double that of any other Cleveland morning paper. 
Circulation books always open to investigation. 


In the best homes of Cleveland the circulation of 
THE PLaIn DEALER exceeds that of any other news- 


paper by fifty per cent. 


CLEVELAND IS THE METROPOLIS OF OHIO. 
THE PLAIN DEALER IS ITS LEADING PAPER, 








Cs BILLSON, Manager Foreign Advertising, 
Tribune Building, CHICAGO. Tribune Building, NEW YORK. 











ADVERTISING A_ TREAT- 
MENT — 





Since December 1 some forceful 
advertising has been running in 
New York dailies and the leading 
magazines for the Oppenheimer 
Institute, a corporation with gen- 
eral offices at 170 Broadway, New 
York, which controls a treatment 
for alcohol and drug addiction, 
quietly but successfully tested in 
this city for the last 10 years. This 
advertising has been conspicuous 
for the use of large spaces, but 
has been almost entirely lacking in 
argument, dependence being put 
on the names of officers and di- 
rectors of the Institute, who are 
prominent in business, in State and 
in church. Occasionally an in- 


dorsement of the treatment from a’ 


well-known business man or cler- 

man has teen printed. Mr. 

rl F. Price, secretary of the In- 
stitute and director of its publicity, 
was asked by a Printers’ INK re- 
porter whether there was not con- 
siderable difficulty in advertising 
such a treatment, owing to the 
likelihood of giving offense by too 
direct solicitation. 

“While a proposition of this na- 
ture could be presented in a way 
that would offend, there is an im- 
personal quality to advertising, 
even where literature is sent, that 
makes it possible to use direct ar- 
guments without a suggestion of 
—— solicitation,” he said. “We 

ave avoided arguments in our 
display advertising not so much 
because we fear giving offense as 
for the reason that our board of 
directors constitutes our strongest 
argument. This Board includes 
men like James H.,Alexander, late 
vice-president of the Standard Oil 
Co., Archer Brown, of Rogers, 
Brown & Co., George S. Davis, 
formerly of Parke, Davis & Co., 
Daniel Appleton, the publisher, 
Frank A. Vanderlip, the banker, 
and others, while the advisory 
board. embraces Bishop Potter, 
Bishop Fowler, Rev. .Dr. C. H. 
Parkhurst, Rev. Dr. Madison C. 
Peters, Gen. Corbin, Senators De- 
pew, Hanna, Nelson, and other 
Congressmen, Ex-Secretary Gage 
and Secretary Shaw. We want 
general publicity first, and after 
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that to convey an idea of our re- 
sponsibility. These names con- 
vince readers, and after the first 
inquiry we complete the effect of 
the advertising by booklets and 
personal letters. The method also 
gives dignity, where display argu- 
ments might tend to cheapen us in 
the eyes of readers. The chief end 
of all our advertising and effort 
is to keep the Oppenheimer In- 
stitute aloof from the many so- 
called ‘cures’ that exist in different 
parts of the country, and which 
advertise in sensational ways. We 
do not style our treatment a ‘cure,’ 
although it results in a cure. It 
is a recognized, successful treat- 
ment for alcoholism and all drug 
habits, including morphine, co- 
caine, chloral and arsenic. The 
remedy is a colorless and almost 
tasteless liquid, taken in small 
doses at our institutes under the 
direction of our physicians. We 
have five institutes established at 
present—at 133 West 45th street, 
New York, 841 North Broad 
street, Philadelphia, 110 West 
North avenue, Allegheny City; 25 
Piquette avenue, Detroit, and 2901 
Pacific Ave., Atlantic City, N. J. 
Many more of these institutes will 
be established throughout the 
country. The first step in the 
treatment is medical examination 
and diagnosis. After the first few 
treatments, the craving for alcohol 
is removed entirely and by the 
completion of the course in from 
two to four weeks the patient is 
restored to his normal physical 
condition. Only a few moments 
of the patient’s time are needed, 
and his ordinary occupation is not 
interrupted if it is of such a nature 
that he can follow it while living 
near one of our institutes. We 
never sell this remedy, nor permit 
it to be administered save at the 
institutes, except where physicians 
go to patients’ homes by special 
arrangement. In addition to re- 
moving the craving for drink or 
drugs we restore the health and 
build up the system. We used 
page ads in many of the leading 
March magazines, and have also 
used liberal space in practically 
all the New York dailies. In ad- 
dition to this publicity we adver- 
tise regularly in about a dozen re- 
ligious papers and forty medical 








journals. Our advertising is ac- 

ted by such mediums as the 
Wedical Record and Medical Jour- 
nal, of New York. These papers 
accept the advertising of no other 
treatment for these diseases, and 
their very acceptance amounts to 
recognition of our claims, and puts 
the Oppenheimer Institute on a 
professional plane. Many of the 
best physicians and specialists in 
the United States, while averse to 
open indorsements, constantly send 
us patients, and much of our ad- 
vertising is directed to winning 
their confidence and co-operation. 
As new institutes are opened we 
shall use local dailies in other cit- 
ies. Our advertising has been 
running but three months, yet has 
brought excellent results. We re- 
ceive a big mail. All inquiries are 
followed up with booklets in which 
the treatment is explained briefly 
and the argument is confined to 
letters and testimonials from men 
so high in business and from such 
influential clergymen that there 
can be no question of their in- 
tegrity. We hold to conservative 
statements in making our claims. 
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While the treatment is intended 
for and appeals to all classes, we 
make a point of addressing our 
literature to people of more than 
the average intelligence. The facts 
presented in our literature will not 
only convince a sceptical reader of 
wide experience, but one having a 
thorough kr.owledge of medicine 
or pharmacy.” 


EDITORS PLAY TO SENTIMENT, 
BUT ADVERTISERS APPEAL 
TO THE POCKET. 





At the present time the officers of 
great corporations usually think of the 
newspaper simply in the line of its edi- 
torial or news influence on the public 
as related to them. When the day 
comes that these officers understand the 
possibilities of newspaper advertising, 
they will cater but little to editorial com- 
ment but will devote themselves tremen- 
dously to securing through the advertis- 
ing columns of the newspapers, the pat- 
ronage and good will of that great Hand 
lic that is ever wanting and ever buy- 
ing the best. They will then learn that 
they can in no way so favorably in- 
fluence public opinion and disarm criti- 
cism as by making the reading public 
familiar with their advertising as well 
as their wares.—Mr. H. N. Kinney be- 
fore American Newspaper Publishers. 

SH 


THe merchant should strive to please 
each customer so well that he will tell 
his neighbors how well he is pleased, 












very closely to the advertising business. 


its great educator—TH 


AN EXCEPTIONAL 
ADVERTISING MEDIUM 


RAND RAPIDS, MICH., is the best town throughout the Central States in 
which to introduce new proprietary or food products, This is due largely to 
the great and continued prosperity of its world renowned furniture factories. 

Another important factor is the business education of its people. The latter applies 

The time sugeree to sella certain amount 

of goods depends upon the conditions and education o 

tion comes from the dally nowene r and the one important point of this market is 

E NING PRESS, which is known to all 
prominent advertisers by the unique tion it occupies in the advertising field, 
THE EVENING PRESS has had a phenomenal growth. We have 


the customers. The educa- 




















watched its circulation grow from 7,000 to the present 35,000 mark, and during this 
time we have used its columns for a varied class of advertising business. Further- 
more, we have yet to find an evenin, mgeeuaper which, with a like appropriation, 
will sell as many goods in their cular field. It covers the territory more closely 
than any newspaper we know of in cities of 100,000 population or more. It circu- 
lates 20,000 Dy en in Grand Rapids, which is about one to every house, and with 
the rural and inter-urban routes, 15,000 subscribers have been added to the city cir- 
culation within a radius of 150 miles of Grand Rapids. We will gladly vouch for 
its circulation, its character and its value as an advertising medium. 


SHAW-TORREY CO., Ltd, 


THE EVENING PRESS. 



















MISSED THE PRIZE. 


MeELRose HIGHLANDS, Mass., 
May 15, 1903. 
Editor of Painters’ Ink: 

Will ht please tell me through the 
“Little Schoolmaster” what your opinion 
is of the inclosed ad. It was submitted 
in a contest lately held in Boston and 
the judges were three gentlemen from 
different advertising agencies. This ad 
received no mention whatever. I am 
one of Printers’ InK’s admirers and 


buy it every week. Mit i 




















The 
of 
9 “J morning peges..F is, the 
FW Sete 
Se eee } 
--the one great, 
unrivalled agent in 
circulation and responsibility. ‘ 
The — 
Beston Pest 

















Printers’ INK reproduces here 
the ad above referred to. It is an 
ad for an excellent paper. Hav- 
ing seen none of the other speci- 
mens it would be difficult to give 
an opinion. 


An_ untruthful advertisement is like 
a bull in a china shop—the minute he 
begins to move about something is to 
pay.—-White’s Sayings. 

LAAT ii — call bare 

“Say nothing, but saw wood.” In 
other words, do not try to argue a cus- 
tomer out of having the article which 
he has seen advertised, and for that rea- 
son desires.—Progressive Advertising. 





Your advertisement may contain all 
the wisdom of Solomon but if it is not 
walveyed in the language of those you 
are trying to interest, it is like talking 

in to a Hottentot.—Jed Scarboro. 
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IN TROY, N. Y. 


Troy, May 18, 1903. 
Messrs. Geo. P. Rowell & Co.: 

We are interested in the circulation 
you accord three of the daily papers in 
this city, in the issue of Printers’ Inx 
of May 13th, on page twenty-one, under 
the beading “Leading Newspapers.” The 
total circulation of the three, according 
to your figures, is 46,317. Troy's po 
ulation is [5,000 assuming that eighty 
per cent of the circulation of these pa- 
pers, Or 37,053, is in the city, would 
it not appear that some of these figures 
are too large? 

Early in March of the present year, 
the examiner for the Association of 
American Advertisers visited Troy, and 
the Record was the only paper which 
allowed him to audit its circulation. The 
question naturally arises, if the other 
papers have the circulation which you 
accord them, why did they refuse to 
have that circulation verified? 


Very truly, 
“. Davie B, Pium. 


The circulation accorded to the 
Troy dailies in the American 
Newspaper Directory for the year 
1902 is as follows: 

Evening Standard ............. 15,289 





eS eee Exceeding 2,250 
ROOD ve cicivccocvvvcescecees 14,698 
Eg: httnk ony ctaenns bess aeed- 16,330 


With the exception of the Press 
the circulation figures are, in each 
case, based upon a_ publisher’s 
statement, in detail, duly signed 
and dated. 


—_+9+—__—_ 
NOVELTIES. 

San ANGELO, Tex., May 14, 1903. 
Editor of Printers’ Ink: 

Would you please state in your valued 
publication, where addresses of adver- 
tising novelty manufacturers could be 
obtained. We believe the information 
would also be appreciated by many other 
readers of the “authority ’—-which we 
think a better name than “Little School- 
master.” Yours truly, 

_Propanpt & Wenrst. 

The classified columns of PrINT- 
ers’ INK contain addresses of nov- 
elty makers. True, not so many as 
would be profitable to that class 
of advertisers. Every manufac- 
turer of novelties and premium ar- 
ticles should be represented in the 
Little Schoolmaster and_ especially 
so in the edition of June_ roth, 
which goes to a selected list of 
ten thousand advertisers in addi- 
tion to the regular issue. Press 
day for the edition referred to is 
June 3, 1903, and order and copy 
must be recéived at this office on 
or before that date. 

Proriez want what they want—not 


some article which they do not want.— 
Progressive A sser. 

















FROM AUSTRALIA. 


C. H. Irrta, 
Manufacturers’ Agent. 13 Lombard 
Chambers, St. rge’s Terrace. 


PertuH, W. Australia, April 8, 1903. 
Editor of Printers’ Ink: 

One of my clients who is in the 
printing line has desired me to obtain 
certain catalogues of goods manufactur- 
ed in your country which he desires to 
get and at the same time suggests that I 
might do well with other printers in the 
same direction. My friend wants a 
numbering machine showing figures, 
also a catalogue from a leading firm 
manufacturing “blocks,” etc., comic and 
otherwise. I must apologize for writing 
you but I feel sure amongst your friends 
and advertisers will be found the firms 
I am in search of. Yours faithfully, 


_———too——————_ 
SALVATION ARMY NEWSPAPERS. 
New York, May 16, 1903. 
Messrs. Geo. P. Rowell & Co.: 

GENTLEMEN—In looking over your re 
cent publication entitled “The Religious 
Press’ I am surprised to find that you 
list the “Salvation Army” as “Issuin 
two weekly publications, not sw oaned 
to have any very numerous paid sub- 
scriptions or sustained circulation.” 

I am well aware of the fact that our 
publications do not make a_ favorable 
showing from a standpoint of advertis- 
ing, as it is against the regulation of this 
organization to accept any paid adver- 
tisements. 

The English edition of the War Cry 
is printed weekly and has a bona fide 
circulation of 74,000 copies. Not one 
single copy of these papers is distribut- 
ed as samples, the entire edition is 
sold and paid for weekly. The Swed- 
ish American Edition is published week- 
ly and has a bona fide circulation of 
7,800. The German edition is printed 
semi-monthly and has a circulation of 
1,800. We also publish the Young 
Soldier with a bona fide circulation of 
25,000. Respectfully yours, 

Manager of Printing and Pub. Depts. 


“edunoh JERS 


RESTAURANT AD ILLUSTRATED. 








“MEALS AT ALL HOURS.” 


r 


PRINTERS’ INK, 





IN PASSAIC, N. J. 


In a recent issue of Prinrers’ 
INK the Passaic, N. J., Herald 
was credited with a circulation ex- 
ceeding 5,000 copies. It is a one 
cent paper. Its competitor, an old- 
er and possibly a better paper, is 
sold for two cents. Commenting 
on the Printers’ INK rating the 
manager of the News says: 

Tell me how a Democratic tail-ender 
of the lowest type could have a circu- 
lation of over 5,000 in a strongly Re- 
publican community. We averaged over 
4,600 copies last year and we find that 
so near the limit in a pulation of 
30,000 that some advertisers are in- 
clined to doubt how we can have so 
much. 

The American Newspaper Di- 
rectory quotes the circulation of 
the Passaic dailies for the year 
1902 as follows: 

Herald 
News 

Both ratings are based upon 
publishers’ statements duly signed 
and dated. 

pwr 


An idea which leaves one mind as 
full, round and clear as a crystal ball 
often gets to another mind as flat and 
formless as a mud pie.—Jed Scarboro. 














A Record Breaker 


The MILWAUKEE JouRNAL broke all 
local records for April advertisir 
columns 1 
ri . 
es. 








, Ol 4 columns 12 inc 
The two other evening papers com- 
bined carried 1,563 columns 18 inch- 
es, one showing a loss of 42 columns 
linch ; the other a loss of 108 cols. 
11 inches. While the paid circula- 
tion of Taz Journal is larger than 
is their combined paid circulations, 
THE JOURNAL’s rates are less than 
their combined charges. 


Circulation, 31,647 
Daily average for March. 


Total complete papérs printed dur- 
ing the year, 9,282,350. 


Journal Lines 
Want Ads Times 
, Bits 


os 
One Cent a word 


Tae JourNAL carries more than all 
other evening newspapers 
combined ! 


* Suu ae” Re Bere tig 
ribune ” ee 
New York. Bilcago. fi: 


LaLa lal 
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A Vital Fact for 
Advertisers. 











Des Moines Families Take 
8,000 No Daily Paper but the 


DES MOINES 


DAILY and SUNDAY NEWS 


A canvass of about one-third of the residence dis- 
tricts of the city of Des Moines just made by subscrip- 
tion solicitors for the NEWS and representing all parts 
of the city, discloses the fact that in the homes visited 
2,598 families take the DAILY and SUNDAY NEWS 
exclusively and read no other local daily, while the fam- 
ilies taking the Register and Leader exclusively and 
: the Capital exclusively, when added together, number 
but 1,217. This report does not include families taking 
more than one daily or families not at home; nor half a 
dozen cases where a report was refused. The result 
clearly indicates that of the 11,000 Des Moines circula- 
tion of the NEWS at least 8,000 copies go to homes in 
which no other Des Moines daily is read. The canvass 
also indicates beyond peradventure that the city circula- 
tion of the DAILY and SUNDAY NEWS exceeds that 
of the Register and Leader and Capital combined by 
about 2,500 copies per day and that the paid circulation 
of the Capital in the homes of the city is less than half 
as large as that of the NEWS. These facts and infer- 
ences can be verified by the business men themselves 
if they will make a canvass on their own account. 


JOHN J. HAMILTON, Publisher. 











FOREIGN ADVERTISING DEPARTMENT. 
B. D. BUTLER, Manacer. 


705 Boyce Bupa., CHICAGO. 52 TRIBUNE Bipa., N. Y. 
TEL. 48x CENTRAL, TEL, 2807 JOHN. 
CHAS. D. BERTOLET. JAS. F. ANTISDEL. 
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Ohe 
OMAHA 


Daily News 


Guarantees: Advertisers to Exceed 


40,000 


Net Paid Daily Average Circulation. 





April Average Was 40,612. 





more paid circulation 
H than any other Nebraska 
ANSAS CI] newspaper can show. 


woORLD In these newspapers sworn daily 


onpsé GooD LUCK PAPER. This is at least 15,000 


\ statements of guaranteed circula- 
an OMAHA ; hed pages ; 
~s NE tion are printed. It is our policy 
SM hy yA WS Ps . : ° 

DED: FS es in business to give the advertiser 
pAlLY NPy rHE what he pays for. These papers 
PAU] have one rate only—a Flat Rate, 
SIF based upon actual circulation. 
pAILY News Agents are authorized to abso- 
lutely guarantee these circulation 

claims at all times. 


FOREIGN ADVERTISING DEPARTMENT, 
B. D. BUTLER, Manager. 


C. D. BERTOLET, JAS. F. ANTISDEL, 
705 Boyce Bldg., Chicago, 52 Tribune Bldg., N. Y. 
Tel, 48: Central. Tel, 2807 John. 
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LEADING 


PRINTERS’ INK, 


NEWSPAPERS. 





CONSIDERED BY GEOGRAPHICAL DIVISIONS AND 


BY STATES. 











(The circulation rati: 


THE FAR WEST. 


The compilers of the United 
States Census divide the country 
into five separate sections called 
the North Atlantic, South Atlan- 
tic, North Central, South Central 
and Western Divisions. The West- 
ern Division includes nine States 
and two Territories, as follows: 
Montana, Wyoming, Colorado, 
New Mexico, Arizona, Utah, Ne- 
vada, Idaho, Washington, Oregon 
and California. These have 1,175,- 
550 square miles of territory, 4,- 
091,349 population and issue 1,909 
newspapers and periodicals, having 
something more than one-third of 
the territory, more than one-twen- 
tieth of the total population and 
nearly one-tenth of all the news- 
papers published in the entire 
country. Below is enumerated a 
complete list of all the periodicals 
issued in the so-called Western Di- 
vision which are supposed to have 
circulations exceeding 5,000 copies, 
arranged in classes according to 
frequency of issue, precedence be- 
ing given to largest circulations in 
regular order if ascertained. 





DAILY 
San Francisco, Cal., Examiner... 98-447 
San Francisco, Cal., Call.......60 


mes given are based upon the April, 1903, issue of the American 
Newspaper Directory. The papers against which no figures are carried out do not fur- 
nish information upon which an exact and definite circulation rating may be based.) 


San Francisco Cal., Bulletin. ..49,159 
Denver, Colo., Post........+++. 32,171 
Los Asove — _Times......- 31,251 
Seattle, 
Denver, cole 4 We Mt. News. .29,292 
Portland, Ore., Morn. Oregonian2z $91 
Denver, Colo., Republican..... 27,752 
Los Angeles. Cat, Herald...... 22,691 


Portland, Oreg., Ev’g Telegram. . 16,866 
Tacoma, Wash., Evening News. :13,659 
Los Angeles, Cal., Express...... 13,379 
Spokane, Wash., oo pokesman- 
DOG < cocicainess 60b bee aidees 12,470 
Seattle, Wash., Star.........+-. 11,633 
Anaconda, Mont., Standard beens 11,204 
Tacoma, Wash., Ledger........ 10,98 
Butte, Mont., Inter-Mountain...10,101 
Oakland, Cal., Tribune......... 9,952 


Colorado Springs, Colo., Gazette. 9,341 
Salt ee . -— Utah, Salt Lake P 
pach 6 ORGA UE SEA aes ce 9,13 


ain eb cles Wa aihe-e « 8,844 
Helens. ont., Mont. D’y Retord 7,974 
Salt Lake ate: Utah, Salt Lake 
E Fath Wek on tlnn 06. 9:.9¢ 0:00 7,881 
Sacr to, Cal., Evening Bee.. 7,724 
S acramento, Cal., Recor Union. 7,647 
> , ash., Chronicle...... 6,892 
San Jose, Cal., Mercury........ 6,266 
Phoenix, Ariz., Ariz. Republican. 5,820 














Salt Lake City, Utah, Deseret 
vening Or SO, aaa 5,468 
Oaktand, Cal., Enquirer......... 5,267 


San Francisco Cal., Evening Post —— 

Denver, Col., So cctcesses --- 

Butte, Mont., Miner........... _- 
SEMI-WEEKLY. 

Spcines, Wash., Spokesman-Re- 


Salt wake City, Utah, 
Tacoma, Wash., News.......... 5,636 




















Cal., Call 8 
Francisco, Cal., Call....... 71,584 
a Francisco, Cal., Bulletin... iBos 
Portland, Ore., Morn. Oregonian34,487 
seattle, Wash., ‘Limes.........- 31,533 
Spokane, Wash., Spokesman-Re- 

GFIOW so ccccsccccecesccoscece 15,347 
Tacoma, Wash., Ledger......... 14,195 

WEEKLY. ’ 

San Francisco, Cal., Examiner. .88,313 
Portland, Ore., Oregonian...... 24,027 


San Francisco, Cal., News Letter 
California Advertiser... .16,692 
San Francisco Cal., Argonaut...15,165 
San Francisco, Cal., Town Talk.12,772 
San Francisco, Cal., Organized 
Fccdens sutcebab ss ++ 012,013 

San Francisco, Cal., Min. & Eng. 
Review & Electrician....... 
Tacoma, Wash., Ledger........ 7 

Los Angeles, Cal., Pac. 


sacramento, Cal., Union........ 5 
pokane, Wash., Sat. Spectator... 5,33 
jpokane, Wash., Freemen’s Labor 

Journal... ..ccccccccecccees 
Oakland, Cal., Signs of the Times 
San Francisco, Cal., Chronicle... 
San Francisco, Cal., Monitor... 
Los Angeles, Cal., Union Labor 


wee ee eee ee eee eee eee ed 





wmYu.nm 


5,202 


loyees’ Journal........+.- ° 
San ae BB Cal., Mining & Sci- 
Qntific PreeB.cocccccccceses 
San Francisco, Cal., Pacific Rural 
PVGEB. 02 cdeewhqtaswes pees 
Denver, Colo., Svensk-Amerikans- 
BR WERRER. ccccccccscccece 
SEMI-MONTHLY. E 
Salt Lake City, Utah, Juvenile 
IMGT UCIOE 0.006 2b cccaceseces 
MONTHLY. 
Cal., 


Co-op. 


9,054 


San Francisco, Overland 
onth} 


Oakland, Cai., ournal... 
nmver, Colo., Ranch Range. . 
Portland, Ore., Washington Advo- 
cate (Sub. s0c yr) 
Mount Angel, Ore., Mt. 
Magazine. ...cccccccsccvecs 5 
Denver, Colo., Out-Door Life... 
Los Angeles, Cal., Out West.. 
Los Angeles, Cal., Western Empire 


(Sub. 2§C yr.)ensececeeees 
San Francisco. Cai. Traveler... 
Denver, Col., A. 0. U. W. Record 
Salt Lake City, Utah, Imp. Era 
Salt Lake ity, Utah, Young 
Woman’s Journal........... 
MONTANA. 
Montana covers a larger terri- 
tory than any other State excepting 
California and Texas and has few- 
er people than.the District of Co- 
lumbia. It issues nearly 100 peri- 
odicals, some of which compare 
favorably with the great papers of 
metropolitan cities. ’ 
The leading papers, according to 
the American Newspaper Direc- 








tory, are: 
Anaconda ....Standard. D., 11,204 
| ee Inter-Mountain, D., 10,101 
ner, D., 
Great Falls...Tribune, D., 3,748 
elena....... ecord, D., 7,974 


écord, 3,594 
Aside from the papers named, 
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25 
there are not believed to be any 
issuing regularly so many as 2,000 
copies. 

WYOMING. 

Wyoming, with an area more 
than double that of the State of 
New York and about one-fifth the 
population of Rhode Island, issues 
thirty-eight newspapers of which 
only one gets credit for a regular 
circulation exceeding 1,000 copies. 
2 Le . 

f ocece -+Clipper, ie 8 

At Cheyenne, the State Capital, 
there are two daily papers, at Lara- 
mie, the second city in point of 
population, there are two others, 
but none of the four seem to make 
a circulation showing equal to that 
of the weekly paper named above. 

COLORADO. 

Colorado occupies about one- 
thirtieth of the area of the United 
States, has about one-one-hundred- 
and-fortieth of the population and 
one-sixtieth of the newspapers. 

The city of Denver, with a popu- 
lation nw d five times greater 
than that of the next largest city 
in the State, is the newspaper cen- 
ter and its daily papers dominate 


the State. Tha most important 

are: 

Denver.......Post, + 32,17" 
Republican, D, 27,752 
Rocky M’tain News,D., 29,292 





Times, me 

Aside from the dailies named, 
the weekly paper credited with a 
larger circulation than any other 
published in the State is printed in 
= Swedish language at Denver 
the— 
Svensk-Amerikanska Western, w,-—— 

Outside of Denver, the only pa- 
pers credited with a regular issue 


exceeding $,000 copies are: 
Colo. Springs. Evening Telegraph,D., 8,844 
Gazette, D., 9,344 


NEW MEXICO, 

New Mexico has about half the 
area of Texas, and a much small- 
er total population than is found 
in the city of New Orleans. With- 
in its borders are printed some- 
thing more than 50 periodicals, of 
which only 2 have credit for is- 
suing regularly so many as 1,000 
copies: 

Albuquerque. Journal- Democrat 


. D., “oe 

Las Vegas...La Voz Del Pueblo, W., 2,684 
; ARIZONA. 

Arizona has something more 


than one-twenty-sixth of the area 
of the United States, about one- 
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six hundredth part of the popula- 
tion and one-four-hundredth of the 
newspapers. It has two towns of 
more than 5,000 population; but 
one daily newspaper, and no week- 
ly known to print an average issue 
of so much as 1,000 copies. The 
daily referred to is the: 

Phoenix...... Arizona Republican, D., 5,820 

UTAH. 

Utah covers more area than 
Kansas, and has a smaller popula- 
tion than the District of Columbia. 
It prints about 70 periodicals and 
they appeal to the people. To reach 
the inhabitants of Utah the papers 
of Utah must be used. The cir- 
culation of the papers of this State 
is larger than the average. 

The leading papers are: 


. Standard, D., 4,023 
t ‘Lake City Deseret Ev’ 'g News, D., 5,468 
Deseret News, w. ,21,840 
Herald, D., 7,881 
Herald, S-w., 4,556 
Tribune, D., 9,138 
Tribune, S-w., 4,283 


These are the only dailies and 
weeklies believed to issue regular- 
ly so many as 4,000 copies. 

NEVADA. 

Nevada has an area much more 
than double the size of New York, 
has a Representative and two Sen- 
ators in Congress, but a smaller 
population all told than is found 
in the city of Yonkers. It prints 
30 periodicals of one sort and an- 
other, no one of which is believed 
to issue regularly so many as 1,000 
copies. 

IDAHO. 

Idaho, occupying nearly twice 
the territory of the State of New 
York, has fewer people than may 


be found in the city of Rochester. - 


It publishes nearly 100 newspapers, 
but among them only seven get 
credit for regular issues exceeding 
1,000 copies. The papers credited 
with the largest circulations are: 


gepooess Evening Capital News, D., 2,512 
* Evening Capital News, W., 2,405 
WASHINGTON. 


The State of Washington, the 
northernmost portion of the United 
States on the Pacific Coast, ex- 
cepting Alaska, which is detached, 
has about two-thirds the area of 
Oregon, but has a larger popula- 
tion and prints more newspapers. 

The only dailies and weeklies be- 
lieved to print more than 4,000 
copies Daeg 9 are: 


Everett...... D., 


4,064 
Seattle..... ~ . Post-Intelligencer, D., 
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Seattle. Star, 


D., m 
Times, D., py 
Times, S., 31,533 
Times, w., 6,174 
Northwest Farm and 
Home, w.,— 
Ranch, w., — 
Spokane...... Chronicle, D., 6,892 


Spokesman-Review, D., 12,470 
Spokesman-Review, a: 15,347 
Spokesman- Review, S-w.,25,534 
Freeman’s Labor} Ww 5,202 

Saturday Spectator Ww 5,330 


Tacoma ......Evening News, 5. 13,059 
ews, S-w., 5,636 
Ledger, D., 10,986 
Ledger, S., 14,195 
Ledger, W., 79414 
OREGON. 


Oregon is the roth State in size 
and the 35th in population. As a 
newspaper field Portland is about 
all there is to Oregon, and the 
Oregonian about all there is to 
Portland, the Telegram being a 
sort of evening Oregonian belong- 
ing to the same owners. The Or- 
egonian was for a long period the 
only newspaper of importance pub- 
lished north of San Francisco, has 
always been up-to-date to a re- 
markable -degree, has maintained 
so strong a hold upon a very pros- 
perous people that no competitor 
has ever been able to obtain a foot- 
hold, and is, taken in all, one of 
the most notable, most enterpris- 
ing, as well as one of the most 
respectable, conservative and pros- 
perous newspapers of the United 
States. Oregonians have reason 
to be proud of it, and are so. 

Below is given a complete list of 
dailies and weeklies having regu- 


lar issues exceeding 4,000 copies: 

Mount Angel..St. Joseph Blatt, D” —— 

Portland...... Even’ g ‘elegram, D 16,866 

= ’n ’g Oregonian, D., 28,591 

es eee, S., 34.487 

vente 5 4 » 24,037 
Salem.....0+- Pacific Hemest’d, 





CALIFORNIA. 

California has about one-twen- 
tieth of the area, one-fiftieth of 
the population and one-thirtieth of 
the newspapers of the United 
States. It has ten towns with 
more than 10,000 population each, 
while San Francisco ranks ninth 
among the great cities of the 
American Union. The leading 
newspapers of California take very 
high rank when compared with 
the best of those emanating from 
the Eastern States; and _ the 
Printers’ INK Sugar Bowl award- 
ed to the newspaper that gives an 
advertiser better service, in pro- 
portion to the price charged, than 














any other published south of a line 
drawn through San Francisco, St. 
Louis, Cincinnati and Philadelphia 
to the Atlantic Ocean, went to a 
California paper, the Los Angeles 
Times. Only twertty-three Cali- 
fornia towns, however, issue papers 
having an average sale of so many 
as a thousand copies. The great 
San Francisco dailies are sup- 
posed to dominate the advertising 
field. Outside of San Francisco, 
Los Angeles,- Oakland, San Jose 
and Sacramento no daily has cred- 
it for issuing regularly so many as 
5,000 copies. Only four weeklies 
credited with so large a regular 
issue are published outside of San 
Francisco. The principal dailies, 
weeklies and monthlies of Califor- 
nia, issued outside of San Francis- 
co, are the following: 





DAILIES. 
Los Angeles... Express, 13,379 
Herald 22,691 
Times, 31,251 
Oakland...... Tribune, 9,952 
Sacramento ... Bee, 7:724 
Record-Union, 7,047 
WEEKLIES. 

Los Angeles... Pacific Fruit World, 7,370 

Oakland seccee Signs of the Times, 


In San Francisco the papers 





Balletin....... .ccccccccesess Daily, 49,159 

Betih.. sccesssee Bidescumd Sunday, 47,802 
Call .cccccce co-cecccccccvece Daily, 60,385 
Call. ..cccccccccece eosccecove Sunday, 71,584 
Chronicle ........sccccsesees Weekly, —— 
Evening Post....+++++++++++. Daily, 
Examiner ...... «+++ povsee Oey, 98,447 
Examiner .......ccccccsseees Wee ly, 88,313 
Argonaut.....0.-.-seeeeeeees Weekly, 15,165 
PD ddeods sisbpconsoseee Weekly, ——— 
News-Letter.......seseeeeee. Weekly, 16,692 
Town Talk.....ssseeseeesees Weekly, 12,772 
Overland Monthly........... 43,917 

ALASKA. 
Alaska covers a territory more 


than a dozen times the area of the 
State of New York, but has fewer 
people, all told, than are found in 
the city of Albany. It issues ten 
newspapers, of which none is 
known to print editions regularly 
that reach so high a sale as 1,000 


copies. 
A VERSATILE GENIUS. 


It used to be the boast of White- 
ley, who established the first de- 
partment store in England, that 
he could supply anything from a 
bundle of kindling wood to an 
iron-clad man-of-war, and our 
American department stores have 
become so vast and many-sided 
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that Whiteley’s boast is literally 
true of them. But it is not often 
that a man is found as many-sided 
as the department store, yet if we 
accept as true an advertisement 
printed in 1812 in an English pa- 
per, we must acknowledge that 
such versatility really existed. 
Here is the advertisement pub- 
lished by one John Thompson, who 
owned a general store in the little 
village of Kirton, near Boston in 
Lincolnshire, England: 

At Kirton, near Boston (my story is 

true), 
Lives a curious character, equalled by 


ew; 

His vocations, though numerous, in each 
does he shine, 

If not quite the first in the very next 
ine. 

As an artist his temples will merit the 

_ wreath, 

His colors on canvas seem almost to 

breathe; 

portrait, or landscape there’s few 

to excel him, 


In 


Of rivals in shaving presume not to 
tell him. 

As cea and hosier his fame is well 
nown, 

As carver and gilder and graver of 
stone, 

As vendor of music and noted musician, 


A butcher, a cobbler, a learned optician, 
A hanger of room, and what is more 


curious, 

A vendor of medicines patent—not 
spurious; 

As a sportsman not equalled—a dealer 


in guns, 
A pieman, a toyman, and maker of buns. 


As_ chemist is mame is deservedly 
known, 

His ointments excel all the patents in 
town; 

As stationer, varnisher, miller and 
baker, 


Barometer seller and violin maker, 

With other professions distinguished he 
stands, 

And business extensive in each he com- 
mands. 


Ye book-learned, ye curious, virtuosi 


and all 

Who pen by his door pray give him 
a cali; 

His paintings are beautiful—Westall’s 
no better— 

Though to any master he ne’er was a 
Theor: 

But as footman and butler was known 


when a boy, 2 r 
Then thrashing and reaping became his 


employ, ’ F 

But for genius inventive his compeers 
are few, t 

Though to see him perhaps you might 
think him a Jew. 

As a compound of trades he’s a chal- 
lenge to any, 

Then call at his shop, where he shaves 
for a penny. 

Joun De Morcan. 





ApvertisincG, like the water that runs 
the mill, must be kept constantly flow- 
ing. —White’s Sayings. 
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LEADING CLASS PAPERS CONSIDERED. 
ENGINEERING. 


Rowell’s American Newspaper 
Directory, in its list of class pa- 
pers, enumerates thirty-three sep- 
arate periodicals devoted more or 
less exclusively to the treatment of 
matters appertaining to Engineer- 00 
ing. To decide upon the compara- 
tive merits of these from a cursory 
examination of a list of names is 
impossible. 


a factor, the subscription price an- 
other; date of establishment has a 
bearing too, so also the frequency 
of issue. When all have been con- 
sidered an examination of the pa- 
pers themselves will throw still 
more light on the comparative im- 
portance of the publications. It is 
not to be expected that an adver- 
tiser using the columns of any 
single one will be able to appeal s2 
to all persons interested in en- 
gineering matters and who are 
readers of the papers devoted to 
that subject, but a careful study of Th 
such information as is available 
will doubtless enable an inquirer 
to select two or three papers that 


are probably better calculated than - 


the others to serve as a medium of 
communication with those who are 
interested in matters pertaining to 
engineering. Below are reproduc- 
ed the descriptions and circulation 
ratings of thirty-one of the thirty- 
three engineering papers, the other 
two having ceas publication. 
They will be found arranged in 
classes by the order of their fre- 
quency of issue. 
WEEKLY. 

NEW YORK CITY. 
aMeiroa PTL AW JOUR 
Thursdays; civil, mechanical 
ing electrical e eesrins s eighty elsht 

10x14; sub- 
Charles W. 


Baker, managing editor Seotvaaiien News 
Publishing Company, publishers. Office, 220 


Cireuia on: Accorded G from 1891 to 1895. 
n 18%, G. Actual ave 4a @ year end- 
with October, -= ° Sas in @ year 
. ora 
tnding with Outcber 1h. 1k. BOOS) fr 





@ year with October, 1901, =m : 
Aa eon 

NG AND Lt 
Luke seventy to one hun dred’ and "fou, four 


In fixing value for an editor 
advertiser the circulation rating is street 


pegest 10x14; qabacrtption OF 

Rickard, editor; The 

Mining Journal, » publishers. 

Circulation: Rats 
G in 1895. 


1898 to G ‘ 
1898, yH. In 1809, 3 1900, ZH. In 
ior 7 6). Actual’ Jusrage Sor 1902, 10,- 


eRVLAY ANP AMEUERANRG 


established 1866; 
Engineering an¢ and 


aried from 7.500 in 
In 1897, ~ In 


cataeltnces Oinee, 4 429 M 


Circulation: ,% 1896, “axu.” In 1897, Z 
Actual average for 1898, 2,008; fo r 1899, 
4 393 i for ab 1900; 5,592; os 1901, 7,712; 
‘or i 


NEW —_ — 
rere ne FE 3 Satur- 


re ; Stbsoription ‘S: balding ny age 


Liberty hing © S , Publishers. Office, 114 
oy In 4900, “ux.” In 1901, BH. 


Tee 
somennesens OX Gaz rty ai to. tet) 
‘0 x 
fed nat aad i; Sgnecnine tion 430. esta! fs siz 
GaretteCo., publishers. . 


Circulation AY Rating varied — 5,000 in 
1998, 91 aii i 


sTael6, subscription 

ley & Howeil, edi- 
tors aan ieed 1e00:, Office, 7 Coenties slip 
8-3). Circulation “1x1.” 


In attempting to decide upon the 
comparative merits of the six 
weeklies above described the ob- 
server is certain to immediately 
set apart, 1 Engineering News, a 
journal of civil, mechanical, mining 
and electrical engineering. 2 En- 
gineering and Mining Journal, 
Mining and Metallurgy. A careful 
examination of the descriptions of 
the other weeklies shows that each 
has lines of differentiation. The 
list is arranged in the order of 
comparative circulation ratings. 
Those having smaller circulations 
are most reticent about conveying 
information on that subject. 

CIRCULATIONS. 


Circulations expressed in letters instead of 
plain rome are elucidated by the KEY 
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Who examines, carefully, one by 
one, the engineering papers and 
magazines, can hardly fail to be 
impressed with the apparent excel- 
lence of each and the general air 
of prosperity that pervades them. 
Among the monthlies Power seems 
to belong in a class by itself, and 
is easily first from every standpsint 
as seen by one who judges as the 
advertiser is usually obliged to do, 
by an inspection of the publication, 
the advertisements it carries, and 


es 9x12; 
x 


the circulation accorded to it. A 
197, high place also belongs to Steam 
E ngineering, Chicago; Marine En- 
gineering, New York; Municipal 
Engineering, Indianapolis. 

It does not appear to be possible 


in tO exclude, as undeserving, any 


single one of the over thirty en- 
gineering publications. A careful 
examination reveals that each has 


- its sufficient reason for existence, 


each fills a want, is appreciated by 
its clientele, and differs from every 
other in the special department of 
engineering to which its energies 
and talents are devoted. 

The single semi-monthly, the 
Engineer, published at Cleveland, 
has a large circulation according 
to the Directory, and doubtless 
does print some copies and do 
something with them, but the edi- 
tor of the Directory was unable to 
buy one through the American 
News Company, to find one among 
the exchanges of two leading en- 
gineering journals or to get any 
response from the office in answer 
to applications. There must be 

“something rotten in Denmark.” 


————_+o 
Dairy bread and daily advertising 
— PP, hand in hand—even on holi- 
days. —White’s Sayings. 





Never keep on playing second fiddle 
when a little advertising will put you 
in first place.—The Advisor. 


CATCH LINE OF  ADVERTISE- 
MENT ILLUSTRATED. 





“It’s THE HAIR, NOT THE HAT.” (SEVEN 
SUTHERLAND SISTERS.) 
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Any publisher who is entitled to an an- 
nouncement under the caption “A Roll of 
Honor” and desires to state therein what his 
a circulation for a month or quarter just 
passed has been, may do so, provided he hands 
in a statement in detail, properly signed and 
dated, covering the period, and made in ac- 
cordance with the rules of the American News- 
paper Directory. Such addition to appear in 
ttalics, immediately following the Directory 
page reference number. dditional space 
occupied to be paid for at the regular rates, 
twenty cents per line. 
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In the matter of “clever” adver- 
tising there will always be the two 
factions, doubtless. 

_ a . 


The “clever” faction believes in 
originality, coupled with a degree 
of good taste where the matter is 
to go to readers of ultra-intelli- 
gence; it does everything to pre- 
sent advertising ideas in new 
shapes—even startling shapes. Jim 
Dumps is “clever” advertising for 
the masses, while the book of 
silverware stories lately published 
by the Gorham Company, bearing 
only its imprint by way of ad, dis- 
tributed free to lists at'a cost of 
two dollars a copy, is “clever” ad- 
vertising for the classes. The an- 
ti-“clever” faction, on the other 
hand, holds that you must talk to 
the public in the stereotyped 
language that it knows, never tell- 
ing it anything original. - As 
against the “clever” style, with its 
Omega geese, it uses such argu- 
ments as those in a proprietary ad 
lately printed in a New York daily, 
in which the writer claimed that 
his remedy would cure absolutely 
everything, no matter of how long 
standing—that no one need be sick 
or grow old now, for his remedy 
has brought the millennium. 

x * * 


This was a far cry from the 
“clever” school of advertising. No- 
body but the veriest blockhead 
could believe its assertions, appar- 
ently, yet it was printed in val- 
uable space, and there could have 
been no profit unless some -hun- 
dreds of readers swallowed it 
whole. But in the very same is- 


sue of the same paper was printed 
one of a series of the brightest 
hotel ads ever used in New York, 
Each party, therefore, appears to 
be right. Between the advertising 
man who looks upon the public as 
an ass, and the one who gives it 
credit for wit and ability to see 
the point when presented in a 
bright way, the latter is probably 
nearest to being right. The pub- 
lic is not wholly stupid, but there 
are a good many blockheads in the 
mass of it. To attempt to “write 
down” for the blockheads is some- 
times as dangerous as being too 
clever. There is always a doubt as 
to the degree of stupidity or clever- 
ness needed to accomplish a cer- 
tain object. Perhaps cleverness is 
more likely to fail than stereotyped 
arguments, being more likely to go 
wrong. For every piece of “clevy- 
er” advertising that succeeds be- 
cause it is “out of the rut,” there 
are fifty that fail because they do 
not achieve real cleverness. But 
real cleverness pays, not only when 
it attracts wide attention, as in 
“Force” advertising, but when it 
is used as the basis of a quieter 
campaign. 
* * 
No one will deny the orginality 
of the Pearline photographic ads 
that have been running in the 
magazines the past year. It was 
distinctly a clever idea to use pret- 
ty women for a year and then alter- 
nate with the homely washerwo- 
man that appeared a month ago. 
Few advertising men would have 
done a thing so radical. Yet the 
washerwoman is attractive to the 
average man or woman for her 
homeliness. The Pearline man saw 
this point in human nature, where 
an anti-clever advertising manager 
would not have been willing to 
trust to human nature to see it, 
though seeing very clearly him- 
self. Every man’s advertising re- 
flects his opinion of the public and 
his faith in its intelligence. There- 
fore, the anti-clever fellow, with 
his stereotyped arguments, finds 
stereotyped readers, while the man 
who is not afraid to be clever, and 
can command a quality of clever- 
ness worthy the name, also finds 
his own. Each faction seems to be 
right. 
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Tue advertiser who does not be- 
lieve that his advertising will bring 

ying results will usually do poor 
advertising. A belief in advertis- 
ing is essential to the doing of good 
advertising. 

Tue Little Schoolmaster’s big- 
gest baby boy—the Milwaukee 
Sentinel. 


Tuere are eight short stories in 
Leslie’s Monthly for June, and they 
cover every side of life, from ath- 
letics to real estate. 


Printers’ INK recently remark- 
ed that Auburn, Me., was a city of 
12,591 inhabitants but had no daily 
newspaper. Auburn is across the 
river from Lewiston, somewhat of 
“4 residential portion” of the 
more hustling Lewiston, and the 
manager of the Lewiston Evening 
Journal writes: ; 

“Lewiston and Auburn are practical- 
ly one community, with a population of 
about 40,000, and the Journal is the 
family newspaper of both cities. The 
aper is sold on the stands, and de- 
ivered by carriers in each city simul- 
taneously. Auburn has a Journal city 
editor as well as Lewiston, and six 
members of the editorial force reside in 
Auburn. This is well understood by 
Auburn people, who take as much pride 
in seeing the gold marks in the reports 
as does Lewiston.” 


ALL reading matter in 
PrinTERs’ INK is inserted 
free—no charge is ever 
made. Much of it con- 
stitutes splendid advertis- 
ing for persons or goods, 
And for this reason par- 
ties interested often order 
from fifty to one thou- 
sand extra copies, though 
-. course they are not 
under the slightest obli- 
gation to doso. Yet the 





Little Schoolmaster likes 
to furnish such extra cop- 
ies. A hundred copies 
or more cost six dollars 
per hundred, cash in ad- 
vance. 
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ADVERTISING is the gem of busi- 
ness power. 


Tue Philadelphia Bulletin as- 
serts in a tasty folder that it has 
the largest city circulation of any 
Philadelphia newspaper, that it 
goes into more homes than any 
other medium and that the net 
average for April, 1903, was 146,- 
507 copies per day. 








Any adwriter, designer, nov- 
elty manufacturer and everyone 
who has a proposition which 
appeals to present or prospect- 
ive advertisers should take ad- 
vantage of the Printers’ INK 
special edition, to be issued on 
June 10th, 1903. That edition 
is an unusually large one, and 
goes to a selected and live list 
of names compiled by the Chi- 
cago Daily News. It appears 
to be a list of names which 
should be a desirable one to 
reach. The lately reduced rates 
of Printers’ Ink apply also for 
this issue. Press day for the 
edition is June 3rd, 1903, and 
copy and order must reach this 
office on or before that day. 














THE alarms which have been 
sounded during the past two years 
regarding the trade relations be- 
tween the United States and cer- 
tain other countries of the world 
find no justification in the figures 
of our commerce up to this time. 
The three countries which have 
been mentioned from time to time 
as likely to decrease their impor- 
tations from the United States are 
Russia, Austria-Hungary and 
Germany. A study of the latest 
figures of the Treasury Bureau of 
Statistics regarding our imports 
and exports shows a steady growth 
in the trade relations with all these 
countries, and indicates that our 
commerce with each of them is 
likely to be larger in the present 
fiscal year than in any previous 
year in the history of our com- 
merce. This is true both of the 
imports and exports. To each of 
these three countries our exports 
are steadily and rapidly increasing, 
and from each of them our im- 
ports are also steadily and rapidly 
increasing. 
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THE merchant who claims that 
advertising cannot benefit his busi- 
ness is a thing of the past. 

THERE are writers of advertise- 
ments who make the mistake of 
supposing that the general public 
is as well informed as they, con- 
cerning the things of which they 
write. It is not wise to take too 

‘much for granted. 
Ts 


A. M. Woopwarp, advertisin 
manager of the Acme White Lea 
& Color Works, Detroit, Mich., 
and editor of the bright little house 
organ, Spatters, has been made as- 
sistant to President W. L. Davies, 
in which capacity he will be reliev- 
ed of much detail and have op- 
portunity to work out plans to help 
salesmen and retailers. The Acme 
advertising department is seeking 
a phrase and design that can be 
used to advertise its entire line of 
products, and offers three cash 
prizes of $25, $15 and $10. The 
wording must be brief and expres- 
sive, and the design simple and 
striking. Suggestions will be re- 


ceived until May 31. 


Use the pun, the witty doggerel, 
the dialect anecdote if you will. It 
has never been definitely ascertain- 
ed that such matter is profitless. 
But first measure the space that 
they will take in your mind’s eye, 
and then examine your goods again 
and ask voervat whether there 
isn’t one particular point—just one 
—upon which you would like to 
talk to that extent. If the story 
has been covered from your stand- 
point so that there is nothing more 
you feel like saying, find out 
whether every point that the reader 
will consider in contemplating a 
purchase has been covered thor- 
oughly. Then, if you are sure that 
the ad cannot be made more in- 
forming in the region of its good, 
hard, business facts, by all means 
use the dialect or the doggerel. It 
has never been absolutely shown 
that such matter is ineffective, de- 
spite all that has been said against 
it. But it is well to bear in mind 
also that no instance has ever been 
recorded in which hard business 
information about the goods failed 
to advertise them to better advan- 
tage than any other form of matter 
that could be used. 


Tue Elmer, N. J., Times says, 
anent its sixteenth anniversary un- 
der its present editorial manage- 
ment: 


Hundreds of the Times readers haye 
taken the paper steadily for 15 or 46 
years; they read it thoroughly, and with 
confidence. The Times rejects all ad 
vertisements suspected to be fraudulent, 
which gives added value to those which 
do appear. 





Out of a total of 21,450 papers 
listed in the 1903 issue of the 
American Newspaper Directo 
eighty-eight only enjoy the hig 
distinction of having the gold- 
marks ©@ attached. All of these 
are entitled to a place under 
PRINTERS’ INK’s “Roll of Honor,” 
About one-fourth are already list- 
ed there. 


A REPORTER Of PRINTERS’ INK 
who recently sought an interview 
with the manager of the Ameri- 
can Advertisers’ Association which 
is undertaking to investigate the 
circulations of American news- 
papers, was informed that during 
the first year of the Association 
there were many withdrawals from 
membership and for some unex- 
plained reason it is difficult to 
arouse advertisers to an apprecia- 
tion of the value of the mem- 
bership. “Many letters of inquiry 
are constantly received but, for 
some unexplained reason, the 
number of new members is small,” 
although as the manager went on 
to state, during the over three 
years of the existence of the As- 
sociation more than two hundred 
newspaper circulations have been 
investigated. 

Inasmuch as there are more than 
twenty thousand newspapers in the 
country and it has taken three 
years to investigate the circulations 
of. two hundred it would appear 
that it will require only three hun- 
dred years to investigate the 
whole. When this has been done, 
members of the Association will 
have complete records which were 
doubtless reliable at the time they 
were taken, although some of them 
may be fly-blown at the time the 
newest member has occasion to re- 
fer to them for the purmone, of 
posting himself about the standing 
of some paper had under consider- 
ation for an advertising contract 
to be executed next week. 
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Tue merchant who does good 
advertising appreciates the impor- 
tance of keeping every other feat- 
ure of his business up to the high- 
est standard of excellence. 


“Tue things that no man can 
advertise successfully are the un- 
deserving things,” is the Print- 
ers’ INK text taken for a handsome 
little volume on “Business Build- 
ing,” issued by David E. Goe, ad- 
vertising specialist, Madison, Wis. 
In straightforward, sensible lan- 

age Mr. Goe expounds his opin- 
ions on the advertising of things 
that are deserving, avoiding the 
trite theories that make up nine in 
every ten booklets sent out by ad- 
writers. It is a booklet that will 
be read by business men. Among 
other forceful truths is the follow- 
ing warning against “schemes”: 

There are so many clean, legitimate, 
honestly and ably conducted publica- 
tions available to the advertiser, that 
one would think the “day” of the 
schemer and the scavenger was — 
to aclose. But they seem to thrive an 
thicken, and wax strong and brazen. 
There is only one door at which to lay 
the blame for the continued growth of 
these fake, fictitious, barnacle-like pub- 
lications. If it were not for misspent 
advertising appropriations there would 

a plague of plank-walking among 
the pirates, and the advertising atmo- 

here would become amazingly clear 
and healthful. Several months ago I 
was engaged to manage the advertising 
of an aggressive manufacturing concern, 
I found a swarm of “directory” and 
“souvenir” solicitors. They. had lon 
enjoyed the “easy” revenue skimme 
off that coment, They wanted con- 
tracts renewed for schemes that had 
cost the company hundreds of dollars, 
but which had not profited enough to 
bury a yellow dog decently. They were 
politely “turned down.” One fellow 
more persistent than ordinary, awaited 
his chance and took a little trip. He 
cornered the G. M. in the dining car, 
he had the game all to himself—and 
won oy That em dising - Cae 
cost the company $200, for which not a 
red cent ever came back. But it did 
open the G. M.’s eyes and he forswore 


ever making another contract for ad- 
vertising. aybe the dinner was worth 
t cost. 





Rott or Honor con- 
tracts received on or be- 
fore June 3, 1903, go into 
the special edition of 
PrinTERS' INK, issued on 
June 10, 1903, a point 
worth to be mentioned. 
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CuarLes Darwin said: “With- 
out doubting there can be no pro- 
ress,” any a merchant has 
ailed because he was so wedded 
to his own ideas that he could not 
accept other and better ones. No 
business man can afford to cherish 
any method to the extent of hold- 
ing to it one moment after a better 
one has been presented. 


Despite all the fine, high things 
that can be said about the dignity 
of the press, there are certain 
forms of advertising that unques- 
tionably pay a newspaper. Sensa- 
tional methods are certainly effec- 
tive in winning the public’s dol- 
lars, and even the most conserva- 
tive dailies find it wise to defer to 
popular taste. The adoption of 
pictures by the evening edition of 
the New York Sun, as well as the 
illustrations in the Sun’s Sunday 
issue, show the tendency of the 
day, while even so great a daily 
as the London Times is not above 
the prize competition. One has 
lately been inaugurated in connec- 
tion with its sale of the revised 
Encyclopedia Britannica, and W. 
L. Alden, London correspondent 
of the New York Times’ book re- 
view, takes occasion to make 
pointed remarks upon the conces- 
sion. There is no going behind 
the receipts of a newspaper’s busi- 
ness office, however: 

The Times is spending an immense 
amount of money in advertising its 
“competition,” and the other papers 
speak of it with as much lightness as 
is consistent with a due regard for 
the interests of their advertising col- 
umns. Punch and the Outlook have 
parodied the advertisement in a ve 
amusing way, and the public, or at all 
events that part of the publie which 
does not mean to enter the competition; 
heartily wishes that the Times had not 
undertaken to rival the weekly snippet 
papers, with their tempting competition 
schemes. The first advertisement of the 
competition did not dwell on the in- 
dispensability of the Encyclopedia, but 
the later advertisements and the circular 
explaining the nature of the competition 
in detail all make it clear that on enter- 
ing the competition one must either buy 
or hire the encyclopedia. Any other 
newspaper except the Times might have 
started a competition, and it would not 
have attracted very much notice. But 
that the Times should tout for pur- 
chasers for its encyclopedia and offer 
large prizes to winners in a competition, 
strikes the British public much as woul 
an offer on the part of the Archbishop 
of Canterbury to do a song and ice 
“turn” at a music hall for the benefit 
of the Canterbury restoration fund. 
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WHEN one has __ succeeded 
reatly, he is not ashamed to let 
is neighbors know the fact. 


Newspapers which have, relatively, 
large circulation, it would seem, 
are most happy to keep the fact, in 
black face type, constantly before 
their readers. 


Tue old question, “Is a college 
education useful in business?” is 
still being agitated by Mr. R. T. 
Crane, of Chicago. About a year 
ago Mr. Crane published a book 
of opinions from college profes- 
sors, graduates and business men, 
and his collection gave many 
views. Now he issues another 
volume of more than one hundred 
ages, containing a summary of 
is investigations. It is called 
“The Utility of an Academic or 
Classical Education for Young 
Men who have to Earn their Own 
Living and Who Expect to Pur- 
sue a Commercial Life,” and its 
condlusions are — emphatically 
against the college. Mr. Crane be- 
lieves that the best schooling for 
business is a course in business, 
and that the young man who enters 
an office or manufacturing plant 
in his teens will know more at 
thirty than the college man can 
ever know. “A young man is 
much more likely in business than 
in college to be brought in contact 
with people and questions which 
compel him to exercise his reason- 
ing powers,” he concludes, “and 
the mental training thus received 
will in all probability be as val- 
uable to him as that which he 
would obtain in college. At the 
same time, he is aceuiring a knowl- 
edge of business which places him 
decidedly ahead of the college 
graduate. The young business man 
is in a position to realize much 
more fully than the man in col- 
lege possibly can, the importance 
a informing himself along the 
articular lines which will be 

neficial to him in his occupa- 
tion. If he wishes at any 
time to acquire knowledge, 
either for this purpose or to en- 
able him to enjoy life better, he 
will find plenty of opportunities 
for doing so outside of collége, for 
teachers can not supply any in- 
formation that is not already con- 


tained in books,” 
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Tue ad writer who comes clos. 
est to making the people believe 
they need the goods is the one who 
should be most in demand. Create 
a desire—a want, in the human 
breast and it will be sure to satisfy 
its desire. 


In the advance copy of Every. 
body’s Magazine, its new publish. 
ers, the Ridgway-Thayer Com- 
pany, address a “few words” to 
their readers, contrasting the pub- 
lication as it was under Jona 
Wanamaker, with what it will be 
under the new management. The 
announcement is well worth the 
reading. The promises it contains 
would indicate that the new own- 
ers intend to give the public a 
magazine of a high quality in all 
its features. It is promised to be 
cheery and wholesome. Photo- 
gers illustrations will abound, 

or advertisers, the following par- 
agraph clipped from the manifesto 
may be of interest: 

It is our intention to insert only high 
grade advertising. Not one fraudulent 
advertisement will be permitted to ap 
pear. We shall exercise a scrupulous 
es over all the advertisin 
pages. arious lines of patent onl 
cine and other curative and objectiona- 
ble ‘ee! will be declined, even 
when _ offered by well known and relia- 
ble firms. The advertising section of 
this issue is no criterion for the fu 
ture. Contracts made with responsi- 
ble firms must be carried out. ¢e in- 
herit a few contracts which we shall 
not accept after they have _ expired. 
Whether it is desirable to publish pat- 
ent medicine, curative and certain 
kinds of financial advertising in a 
magazine is a question for each pub 
lisher to decide. Some accept it. The 
majority of the magazine _ publishers, 
however, have already decided to dis- 
continue advertising of that nature. We 
believe the readers of Everybody's pre- 
fer not to see it in their magazine, and 
we are making the magazine for them. 
June is not a heavy month for adver- 
tising, but we have declined $ooo worth 
of that kind of business—and we could 
use the money. You are perfectly safe 
in ansgering any of the advertisements 
in Everybody’s Magazine. Look 
through the advertising pages. The 
houses represented there are reputable 
and representative. When you write 
them mention Everybody’s. It _ will 
help us with them. : 

RINTERS’ INK believes that if 
the standards which Everybody's 
has set for itself are carried out, 
the magazine is able to become just 
what the publishers desire it to be 
and the Little Schoolmaster would 
certainly rejoice to witness the 


realization of Mr, Thayer’s ideals. 
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You might as well try to conduct 
a business without advertising as 
to operate machinery without oil. 


As 1T takes two to make a bar- 
gain se does it take two to con- 
duct a successful retail business. 
Both the merchandiser and the 
advertiser must do their parts, and 
each must know his own province, 
performing his work thoroughly 
and neither encroaching upon the 
province of the other nor depend- 
ing upon him to make good errors 
or carelessness. Good qualities at 
right prices or even a little lower 
are the affairs of the merchant, not 
of the advertising man. If the 
store is not sufficiently in touch 
with its commodities and the times 
to offer as good qualities at prices 
as low as the other fellow, some- 
thing very serious is the matter 
with that store, and the man who 
owns it would better feel its pulse 
and examine its tongue. fter 
gualities and prices have been 
made right, and there is not an iota 
of doubt but that they are quite 
right, then begins the work of the 
advertising man. His is to tell 
the people, to tell them at the right 
time, reckoning all considerations 
of demand, weather, purchasing 
capacity. His it is to tell them so 
forcefully that they cannot escape 
if they would. The goods are 
right, the prices are right, the read- 
er wants them, he has the money. 
The advertising man preaches the 
message with all the force and per- 
suasion that lies in him. Then it 
is up to the buyer. He is one 
against two—the merchant and the 
advertising man. Ninety-nine cases 
in one hundred, weather permit- 
ting, he succumbs to the odds— 
and in many cases where the 
weather is in direct opposition. It 
is two to one, but there must al- 
ways be the two. The distinction 
hetween the man who buys mer- 
chandise with a knowledge of mer- 
chandise and the man who adver- 
tises it with a knowledge of adver- 
tising must always be regarded. If 
the prices and goods are not right 
—if the merchant has failed to do 
his part—it is of little avail to ad- 
vertise. If the advertising is weak 
or lacking in information or ill- 
timed, the labors of the merchan- 
dising man are as naught. 
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| love my love 
with a *Z.” 


Painters’ Inx has done its full share 
to make the American business man en- 
terprising and alert. Painters’ Ink was 
the very first publication devoted to ad- 
vertising, and has been the principal 
means of teaching American business 
men to take publicity seriously as a 
force and factor in commercial progress. 
It has always led in its field. First of 
all it is practical. If anything new or 
vital about advertising turns up, it is 
certain to come to Printers’ Inx first. 
It publishes the methods and opinions 
of men who have been conspicuously 
successful in the actual planning, plac- 
ing and management o pebsiersy. It 
gives attention to the failures, believ- 
ing that how not to advertise is a very 
important part of the science. It is un- 
biased in publishing facts and figures, 
compact, terse and authoritative, is cop- 
ied more than any other trade publica- 
tion in the world, and more eagerly 
watched for and snapped up in busi- 
ness offices. 

* * - 


Painters’ Ink is unbiased and impar- 
tial in publishing facts, figures and 
theories of any one who has found real 
light in advertising problems, It stands 
for the development of all alike, as 
well as for the exposure of frauds that 
mask under the name of advertising. 
All legitimate, profitable forms of om 
licity receive treatment in its pages, 
and in no month does it fail of print- 
ing vital matter touching all mediums 
of advertising, be it newspapers, maga- 
zines, cars or outdoor displays. No me- 
dium is too great to be exposed in its 
weakness, nor is any too humble or too 
new to receive commendation if it is 
good. Its policy is to further “all ad- 
vertising that advertises.” In the actual 
work of planning, preparing and plac- 
ing advertising, it gives the best opin- 
ions and practice of those who have 
been conspicuously successful, It prints 
many succinct interviews with leading 
advertisers, setting forth their methods, 
experiences, theories, advice and results 
in a manner that gives the widest range 
of application in one’s own business. 
Patnters’ Inx is a thought-stimulator 
and thought producer. 

o 7 7 


Printers’ Inx deals with the many 
phases of preparation of copy, the dress- 
ing of advertisements and other perti- 
nent literature in attractive forms, the 
tracing of results and the afterwork of 
following them up. Printers’ Inx is 
admittedly the representative journal of 
a new business force. It treats it from 
every side. There is no paper like it and 
never will be. It is an earnest see 
for the truths that belong to its partic- 
ular work and field. It is compact, 
bright, authoritative, has more true, 
staunch friends and devoted readers 
than any other business publication in 
existence.—Chas. J. Zingg, New York 


Citys 








40 
THE ART OF “PLAYING UP.” 


Floyd Wilding Triggs says that 
the American public will eventually 
forget how to read. Mr. Triggs 
is not a pessimist, nor does he 
believe that our public school 
system is inadequate. He uses this 
rather strong statement to illus- 
trate the fact that the matter 
served up to-day in newspapers and 
Magazines is more readable than 
ever before in the history of writ- 
ing and editing. Pictures are now 
made to tell things that were once 
told ponderously in double col- 
umn quarto volumes, while the 
necessary text is so condensed and 
so cleverly disposed that readers 
get all of the facts at a glance. 

This is all due solely to the art 
of “playing up” reading matter— 
an art which has worked a radical 
change in periodicals. It is now 
next to impossible to pick up the 
average newspaper or magazine 
without absorbing some of the 
facts that it contains. In other 
days matter was printed in solid 
columns, and the title was the only 
index to an article. To get a no- 
tion of what the writer was driv- 
ing at one had to read a long-wind- 
ed introduction sown with plati- 
tudes. But to-day the main facts 
of the article are exhibited in little 
boxes, the matter is broken up into 
tasteful paragraphs, and the mod- 
ern periodical is so simplified and 
lightened that some of its facts are 
bound to stick to anyone who picks 
it up and skims over the pages. It 
is almost possible to read some of 
the Sunday newspapers upside 
down. The modern way of sim- 
plifying things for readers may be 
wrong from the standpoint of those 
who would feed the public upon 
nothing lighter than the Aflantic 
Monthly and the Dial. From the 
standpoint of those who know that 
such fare is wholly above the great 
mass of readers, however, the art 
of “playing up” is thoroughly com- 
mendable. We are a hurried, har- 
ried nation, and we take our read- 
ing matter at odd moments. To 





serve facts so that a reader will 
get quantity is to help him in de- 
termining quality, to say nothing 
of enabling him to absorb more 
facts in the course of a month. 
The idea now told in ten words 
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once formed the basis of a padded 
article of a column. To lay it bare 
by typographical tricks is to give 
the reader the option of reading or 
rejecting. The art of “playing 
up” is of the first importance to 
advertisers and those who make 
advertising. It is the art of con- 
densing matter to the last point 
consistent with clearness; of cut- 
ting it into neat eyefuls; of setting 
it off with the biggest ideas upper- 
most; ot writing heads and sub- 
heads that give an instant index 
to a whole page of solid minion; 
of making the story tempting and 
racy. An advertising story prop- 
erly “played up” lures the reader 
on and on, inducing him to read 
all where he meant to glance at the 
catch phrases. If one were con- 
demning this art it would be a very 
effective thing to say that the mod- 
ern editor drugs his readers, but 
as a matter of truth he really gives 
them stimulants—makes a cocktail 
out of his facts, as it were. Of all 
who seek to reach the masses 
through the medium of type and 
pictures, advertisers need this art 
most. In fact, “playing up” is a 
sort of advertising, and the average 
Sunday newspaper is made up on 
advertising lines, with catch 
phrases, pictures, diagrams and 
condensation. Advertising matter 
must be predigested. That is, it 
must not only be set forth attrac- 
tively, and be easily absorbed, butit 
must stick in the reader’s memory 
—be assimilable. Pictures and 
typography can be depended upon 
to attract and secure a reading, but 
the hard facts about ones com- 
modity or business are the means 
that produce the ‘lasting effect. 
These ought to stay with the read- 
er after the picture or catch phrase 
are forgotten. Even though the 
latter are remembered they are of 
little value unless he retains the 
advertising facts. _ Convince him 
that it is desirable for him to know 
something about your commodity, 
and use any means for the purpose, 
but when you have got his atten- 
tion and brought him to the point 
where he will read, do not fail to 
ive him facts. Give him vital 
acts! He has shown willingness 
to listen to your story. Tell it, 
but in the telling make use of ex- 
traneous matter. It is not neces- 














that an advertising story 
should be all business. Sometimes 
the most effective method of en- 
forcing a truth is to say little about 
it. Hints often suffice. yer a 

ung reporter to write an eu 

yr ~y Aaa president and he will 
open a fresh box of adjectives, use 
them all twice and sicken his read- 
ers by saying too much about the 
hero of his story. The wise old 
newspaper writer will shake all the 
adjectives out of the dictionary be- 
fore beginning, and then lead off 
with some interesting information 
about Labrador. By and by he 
will mention the railroad president 
as a sort of incident. Two or 
three pithy paragraphs on hard 
boiled eggs will follow, with more 
offhand mention of the great man. 
The eulogy will be suggested, not 
written, with the result that read- 
ers will get only half a dozen facts 
which will be strong facts—things 
that they will not forget. This 
combination of extraneous matter 
with advertising facts is advisable 
rovided the former can be kept 
in harmony with the commodity 
advertised. In a shoe booklet it is 
possible to go to South America 
for leather facts and they will bear 
directly upon shoes if the booklet 
is cleverly written. So with other 
commodities. The editors are 
right. Consider the wonderful 
Sunday paper, with its bit of mat- 
ter for everybody, and then ex- 
amine one of the hundreds of weak 
little periodicals published in the 
interests of socialism, Christian 
science, theosophy and other spe- 
cial faiths. Each of these “freaky” 
periodicals is made up wholly of 
matter bearing upon its special 
field. The socialist organ, for ex- 
ample, which is a largely 
for the purpose of explaining mod- 
ern sociological movements to the 
workingman, is written in a style 
that has long been abandoned to 
college professors, and has noth- 
ing whatever in the way of ex- 
traneous matter to carry its heavy 
argument. A Sunday editor would 
give the workingman six and 
three-quarter columns of froth to 
the page, with a very scant quarter 
column of sdcialism, cast in the 
form of a fable, perhaps. It is 
difficult to convince inexperienced 
writers that a very little fact needs 
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a great deal of humanly interest- 
ing matter to carry it. The Sun- 
day editors have the true method 
of reaching the masses. Three 
business facts ought to be set off 
against fifty facts that are not busi- 
ness at all, or remotely so. 

The art of “playing up” can be 
tused to most direct purpose in 
booklets and literature. Newspaper 
ads must be cut down to the bare 
bones. It is all well enough to 
tell adwriters to use plenty of 
white space. It looks convincing, 
and sounds like the proper thing 
to do. But when the news of a 
department store must be told in a 
page or half page the adwriter is 
compelled to crowd his matter. 
Magazine ads, which usually fea- 
ture a single article, lend them- 
selves more readily to clever ar- 
rangement. The object is to give 
readers a brief description of the 
commodity and send them to deal- 
ers to have them write for book- 
lets. Pictures can be used, and the 
text can always be made concise, 
bright and attractive. But book- 
lets offer the best field for tact- 
ful arrangement. The ordinary 
advertising brochure resembles an 
editorial in a London daily. It is 
indigestible. To assimilate it, the 
reader must break it with a sledge 
hammer and swallow it in chunks. 
Matter must be pre-digested to se- 
cure attention and a place in the 
public memory. A booklet ought 
to be clear in all its parts, and 
“played up” so that anyone who 
skims the pages will be bound to 
get some of its facts. Its facts 
ought to stick like pitch. Turn 
over a new magazine for so brief 
a time as five minutes and see how 
much of its contents you will ab- 
sorb. Booklets must have this 
same quality. They must be writ- 
ten in little chapters, reinforced 
with humanly interesting matter 
and put into attractive covers. 
Readers look at pictures first of all 
in all kinds of printed matter. The 
pictures in magazines really in- 
fluence them to read or pass on, 
and they play a part quite as im- 
sbeeng in advertising literature. 
fatter must he tagged, labeled, 
fittéd with bright titles, indexed 
thoroughly. It must be made 
tempting—tset forth so that the 
reader will like it and remember 
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it, And there is always need of 
little words. There are absolute- 
ly no ideas beneath the moon that 
cannot be put into little words, and 
none that will not gain by sim- 
plicity in handling. It is so very 
difficult to convince writers that 
the big words do not lend “dig- 
nity,” and that the little ones are 
not flippant. But none of them 
will accuse “Pilgrim’s Progress” 
of being undignified. 
ee —— 


NOTES. 


S. M. Pascwatt, rr1z Arch street, 
Philadelphia, sends out a novel folder 
containing a miniature lead pencil and 
arguments for good printing. 


A sertes of four excellent mailing 
cards, designed to stimulate spring 
trade in men’s apparel, comes from 
John A. Morris, Portsmouth, Va. 


Tue Friedman Bros. Shoe Co., St. 
Louis, sends out a large mailing card 
containing an assortment of bargains in 
low shoes. It is ‘easonable, and ought 
to bring trade. 


From the F. Wesel Manufacturing 
Co., 82 Fulton street, New York, comes 
a neat booklet of type specimens, chief- 
ly script and similar faces for_societ 
stationery, made by Barnhart Bros. 
Spindler, Chicago. 


“SuHoz Tack” is a handsome little 
brochure for the retail establishment of 
° J. Slater, Broadway and Twenty- 
fth street, New York. It contains ex- 
cellent wash drawings, with a minimum 
of forceful argument, and has a taste- 
ful cover design. 


“Tue Story of the Deimel Under- 
wear” is a new booklet from the makers 
of this linen-mesh fabric describing the 
various processes and devoting several 
pages to the numerous similar fabrics 
on the market which, it is claimed, are 
imitations of the Deimel garments. 


“Tue Flowers that Bloom in the 
Spring” is a fine folder from Ross, the 
Florist, 206 East Girard avenue, Phila- 
delphia, listing flowers and plants appro- 
priate for Easter gifts and functions, 
with prices. It is a distinctive piece of 
literature in a field just beginning to be 
developed. 


From the Chicago Binder & File Co., 
47 Fulton street, Chicago, comes an as- 
sortment of ads and small literature that 
is commendable for hard advertising 
sense and ample illustrated descriptions 
of the office devices made by the firm. A 
small monthly called Loose Leaf Say- 
ings has just been launched as an aux- 
iliary to the regular campaign. 


“How to Make ‘Your Advertising’ 
Pay” is a small green booklet being 
sent out by Voorhees & Company, adver- 
tising writers, 116 Nassau street, New 
York: While the arguments could be 
improved in certain respects the bro- 
chure is compact and direct, and doubt- 
less has real advertising value with those 
who spend small appropriations. 





Tue well-known picture, ‘ 
ter’s Voice,” is used on the ee 
= otnve ieee eH Catalogue from 
e Victor Talkin achi pany, 
Camden, N. J rf a 


ConpvENSsED Barr, an extremely clean 
cut attractive gothic type that could 
be used to advantage in ads plentifully 
infused with white space, is shown in 
an odd booklet from the Inland Type 
Foundry, St. Louis. 


A neat folder comes from the Liter. 
ary Print Shop, at 140 Nassau street, 
New York, where Otis H. Kean pro- 
duces artistic literature for advertisers, 
It speaks for the quality of the output, 
and is an excellent bit of advertising 
for a printing office. 


A neat booklet with plat describes the 
third addition to Highland-on-the- 
Strand, an ocean summer resort man- 
aged by the Highien? Beach Co., Los 
Angeles, Cal. e illustrations and ar. 
uments are pood, and a liberal use has 
een made of quotations. 


“THe How and Why of the Royal 
Sander” is a large brochure from the 
Berlin Machine Works, Beloit, Wis., 
describing that concern’s sandpapering 
machines and giving interesting facts 
about the origin and: development of 
this useful woodworking device. 


“Creouite,” the floor paint made by 
Heath & Milligan Mfg. Co., Chicago, 
is being extensively advertised in maga 
zines and general mediums just now. 
It is estimated that the campaign will 
reach ninety per cent of all the people 
in the country. By way of supplement 
forceful mail matter is being sent to 
retailers. 


“San Pepro, the Harbor City,” is an 
informing booklet issued by the Board 
of Trade of San Pedro, Cal., to set 
forth the advantages and prospects of 
this new port, which is twenty miles 
south of s Angeles and destined to 
be one of the most important harbors 
of the Pacific Coast The argument is 
confined to figures and expert opinions, 
helped with good halftones. 


Tue April issue of The 57, a monthly 
magazine devoted to the interests of the 
H. Heinz Co., Pittsburg, contains an 
excellent illustrated account of the com- 
pany’s display pier at Atlantic City, 
probably the most elaborate ad main- 
tained for the celebrated ‘“‘fifty-seven 
varieties.”” Preparations are now being 
made for an extensive and original, ais- 
play at the St. Louis exposition, and 
all e -9T sent to the company be- 
fore May 1 will be considered in com- 
petition for a substantial prize. 


Hortman F. Day, for years connected 
with the Lewiston (Me.) Journal, and 
well known as a poet of no mean abil- 
ity, has been engaged exclusively by the 
Boston Journal as political writer. He 
became famous for his breezy letters 
published in hundreds of papers and 
magazines known as the “Up in Maine” 
stories. Lately he has been connected 
with the Saturday Evening Post, and 
comes to the Journal fresh from maga- 
zine work. He will also contribute his 
poems and special stories, which will be 
a feature in the Journal, daily and 
Sunday.—Editor and Publisher. 
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we of the most striking and inform- 
idlee interviews that has ever appeared 
in Painters’ INK was that in the issue 
of April 29, 1903, with Charles B. Davis, 
advertisi manager for the Simpson 
Crawford Company of New York.— 
New York Times. 

A sentzs of eight mailing cards of 
distinctive style, both in argument and 
typography, comes from Spitz & Schoen- 
berg Brothers, makers of boys’ clothes, 
Chicago. ate 

Coat dealers are not slow about buy- 
ing advertising space, but few of them 
seem to find interesting arguments for 
their rather refractory commodity. When 
one stops to think it over there appears 
to be very little new or live to be said 
about ordinary anthracite or bituminous. 
Tattersall’s in Trenton, N. J., however, 
issue a fine booklet that says the last 
word in this difficult field—begins by ex- 
ploiting an anthracite stove coal with 
a trade name, Silver Ash, and tells of 
the care that was taken to investigate 
the product of thirty-three mines until, 
by scientific tests, a hard, pure, clinker- 
less, white ash variety was found. Every 
large manufacturing plant tests its coal 
in the laboratory these days, determin- 
ing heat capacity, and there is no reason 
wy a coal dealer should not do the 
same. The details of such a test would 
make excellent advertising material. 
After quality has been expounded the 
Tattersall’s booklet goes into the sub- 
ject of cleanly delivery, showing views 
of and explaining a patent screen 
through which all coal is loaded into 
delivery wagons. Following this is a 
seasonable word about the coal famine 
of last winter and the reminder that this 
concern delivered coal to all comers, 
whether regular customers or not. The 
booklet winds up with an admonition to 
take time by the forelock and order coal 
early this summer. Fine halftones and 
food printin help the story amazinglv. 

e typograp ical work was done by the 
St. Elmo Lewis Press, Philadelphia. 

—_+o>—__ 


FOR THOSE WHO BELIEVE IN 
SIGNS. 


It has not been so many years that the 
black and white sign was invariably the 
tule; but since the advent of the adver- 
tising sign painter, with his ways that 
are vain or curious, it has become the 
exception. There is a great deal of black 
used, but not in connection with white. 
Blue has largely taken its place as a 
ground color, while in the pictorial sign 
the coloring is done on artistic lines as 
far as possible. For large signs on 
rough and uneven surfaces such as dead 
walls, rocks and cliffs, a very cheap yel- 
low coating may be made by stirring a 
solution rg green vitriol into lime milk. 
The paste, which is at first greenish 
trom the separating protoxide of: iron, 
becomes a yellow by oxidation in the air 
after it is applied and dry. The more 

een vitriol is added to the lime milk 
the darker, of course, the color. This 
paint is said to adhere firmly to any 
surface, and can not be washed off. Be- 
sides, it has a brighter appearance than 
one mixed with lime and ochre, and is 
cheaper than the latter. It makes an ad- 
mirable background for large letters in 
black or purple.—Painter and Wood 
Finisher. 
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TERSE TIPS FOR THE MANAGER. 

Who is the sorehead among your 
clerks? Do you know him? He ma 
not be making trouble now, but he will 
later. 

* * 

You noticed the customer who went 
out because he was not waited on. Did 
you notice the man who was vexed be- 
cause he was waited on only after an 
interval ? 

* * 

You heard that young man say “Yes 
ma’am, all wool,” when it was not all 
wool and when there was no need of 
making the remark. How soon do you 
expect him to begin the same game with 
pore + . * 

You can spot at once the person who 
always “gets busy” as soon as you come 
in sight. Can you always spot fhe in- 
dividual who is industrious over fess im- 
portant matters when matters more im- 
portant are at hand for the doing? 


Are you such a lover of system that 
you are afraid to cut the tape when any- 
thing is wrong? A system that cannot 
stand repairing is the work of a poor 
carpenter. 
* * 

When a customer comes in your floor 
man bawls out “Number 16.” If he 
said instead ““Mr. Smith,” your patrons 
might get the idea that your clerks are 
not convicted criminals. 


Have you made any study of_the 
bundle boy’s capacity for “lip?” Have 
yon noticed how much more quickly his 

ands move when he is tying up a 
bundle for the salesman he Yixes?— 
Chicago Apparel Gazette. 





ADVERTISING plans are like cags— 
they can’t be hatched until they are laid. 
—White’s Sayings. 


———~o-_____— 
AD CATCHLINE ILLUSTRATED. 





“se ISN'T HEAVY, WEIGHS BUT FOUR 
POUNDS, (THE ACME BOLSTER ROLL, 
SANDUSKY, OHIO,) 








A SWISS-AMERICAN 
WEEKLY. 

Switzerland is divided into dis- 
tricts in which one of three lang- 
uages—German, French or Itahan 
—i8 the common and the official 
tongue. A large proportion of its 
inhabitants are proficient in two 
and sometimes all three languages, 
however, and the Swiss residents 
of the United States, numbering 
about 350,000, speak two and three 
languages, though German is the 
tongue that prevails. This con- 
siderable body of people is repre- 
sented by ome two publications— 
the Italian-Swiss veh newspaper 
L’Elvesia, ow in San Fran- 
cisco, and the Amerikanische 
Schweiser Zeitung, a German- 
Swiss weekly newspaper published 
in New York at 62 Trinity Place. 
In a recent conversation with a 
Printers’ INK reporter Mr. B. 
Teodor, president of the Swiss 
Publishing Company, gave the fol- 
lowing we eerer em concerning the 
latter paper and the Swiss people 
of the United States. 

“The Amerikanische Schweiser 
Zeitung was founded in 1868 by 
two Swiss, and has since been un- 
der Swiss management. It has 
always been prosperous, and is to- 
day the only organ that reaches 
our people in this country with the 
exception of L’Elvesia, The Swiss 
citizens of the United States are 
seldom of the laboring classes, but 
business men, skilled mechanics 
and farmers. While widely scatter- 
ed, they are also somewhat drawn 
together in colonies, the largest of 
which is in New York Citv. We 
have between 30,000 and 35,000 
here in the metropolis, chiefly me- 
chanics and business men. The 
latter are most numerous, and have 
large interests, particularly in 
silks, embroideries, watches and 
general importing. The average 
of wealth among them is very high 
—thirty or forty bear the highest 
ratings that are accorded by the 
mercantile agencies. The New 
York Swiss speak both German 
and French as a rule. There are 
also colonies in every State, par- 
ticularly in the West. - Chicago 
has a large proportion of our peo- 
ple, while practically every city has 
its Swiss club, I have been in 
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Swiss communities in the South 
where even the darkies and Irish 
talked Swiss-German, New Glar. 
us and Monroe, in Wisconsin, ate 
Swiss cheese producing to 

while Gruetli and Hohenwald, jg 
Tennessee, are known for their 
wine and farm produce. There are 
also extensive agricultural settle. 
ments of Swiss at Highland, [Ij 
Bern and Tell City, Ind., Bern. 
stadt, Ky., Bern, Kan., and Hel. 
vetia, Wash, Three-fourths of the 
Swiss in America speak German, 
and the remainder French and 
Italian. While naturally what you 
call ‘clannish,’ being drawn to 
gether by common language and 
associations, they are also liberal 
and intelligent, readily conforming 
to the ways of those about them in 
business and methods of living, 
They amalgamate easily and are 
progressive, The Amerikanische 
Schweizer Zeitung is the only Ger- 
man medium that furnishes news 
of the Swiss in the United States 
and from the Fatherland. General 
news is given only in condensed 
form, as our readers keep fully 
informed through English dailies 
published in their own communi- 
ties, while with regard to politics 
we are strictly independent, hold- 
ing aloof from all party cuestions, 
One of our most important feat 
ures is correspondence from the 


twenty-four cantons of Switz 
erland., Some of our corre 
spondents are men _ of promi- 


nence in the old country, such as 
Dr. E. Hilty, of Berne, son 
of Professor Hilty, the renowned 
authority on international law, and 
C. A. Glaus, a well known legal 
authority of Zurich. News of this 
nature cannot be obtained in any 
other medium published in the 
United States, and could only be 
had by reading many Swiss papers. 
When there are elections or other 
important events in Switzerland 
we receive reports by cable. An- 
other feature is a department de- 
voted to Swiss men and women 
who are becoming prominent in 
this and other countries, while we 
print a live editorial weekly upon 
general affairs. Still another feat- 
ure is a department in which par- 
ties in Switzerland advertise for 
missing relatives, friends and heirs 
to estates. We print eight pages, 
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and fecently enlarged “a o You never notice the mail order house 


from six to seven columns. Com- 

ition is done on our own lino- 
types, and we have our own print- 
ing office where we do work in all 
modern languages. Our circula- 
tion was built up to a high rate by 
the late Dr. John Friederich, who 
died three years ago, and we are 
rated at 15,000 in the last issue of 
the American Newspaper Direc- 
tory. This represents fully 50,000 
readers, it must be remembered, 
Our advertising patronage is large. 
Swiss business men use the 
Schweizer Zcitung as a medium 
for keeping ‘before their country- 
men. In New York City we area 
local medium so far as advertising 
is concerned, printing announce- 
ments of many Swiss cafes, hotels, 
wholesale and retail merchants, 
and there is a good representation 
of this sort of advertising from 
other cities. Besides this we run 
advertising for steamship compan- 
ies, banks, life insurance compan- 
ies and the like, as well as a con- 
siderabie quantity of general ad- 
vertising. The progressiveness of 
our readers is shown in the fact 
that some advertisers print their 
announcements in English, as is 
the case with the Saturday Even- 
ing Post. Every year we pubiish 
the Amerikan Schweizer Kalen- 
der, which is a large almanac cir- 
culating between 10,000 and 12,000 
copies annually. Our office here 
is an information bureau and 
headquarters for Swiss from all 
parts of the United States, par- 
ticularly when they are going back 
to Europe on visits, and the thor- 
oughness with which we cover our 
field and our present monopoly of 
it, makes the Schweizer Zeitung 
an extremely valuable medium for 
reaching a large, prosperous body 
of people who cannot be reached 
by any other publication.” 


+24 

Dow’r be afraid of a little too much 
advertising. If you want five customers 

y your plans for twenty-five. The 

ter the demand you can create the 
ter the price you, can charge.—More 
Business. 
——_ +08 --— 

Never sneer at patent medicines— 
there are many of them which are sav- 
ing doctor’s bills every day in the year 
and they are just as legitimate, if not 
more so, as the doctor’s prescription and 
He pharmacist’s concoction.—The Ad- 


wasting its sweetness on the desert air. 
They've got their horns tooting in the 
crowd, ever shouting their own praises. 
In other words they advertise and they 
advertise well. Now, do all country 
merchants advertise, and do those who 
do, advertise well? lone country 
merchant depending on himself or on 
local help cannot expect to advertise as 
well-—to get as much good out of every 
dollar expended for advertising, as the 
mail order house who hires the best 
talent obtainable. Advertising is a spe- 
cialized profession—of course the woods 
are full of advertising men turned out 
of advertising schools by the thousands, 
but it is just as easy to make an ad- 
vertising man as to make a poet. 

Many advertisements kill more trade 
than they bring. A merchant buying 
merchandise considers the profit to be 
ained on his purchase. He must buy 
118 advertising in the same manner, 
otherwise he will lose. é 

Be it remembered that advertising is 
only one cog in the wheel of business— 
the whole wheel must be in equal work- 
ing order to successfully compete. Old 
machines are cast aside for improved 
ones, old methods are just chronicled as 
history—to put up a winning fight a 
man must be armed with the best weap- 
on. Advertising has proved to be an 
indispensable tool for pulling trade; if 
you haven't this tool of the best and 
latest make, you are working under a 
handicap. . 

The American country merchant is 
not a dead one. He is plucky and out 
to win—but he must have a fair chance. 
The jobber must see to it that he gets 
the right goods, at the right time, at the 
right rice. An advertising bureau 
should be formed, working solely in his 
interest, to see that hjs advertising is ex- 
actly right. He must himself adopt the 
latest and best business methods. Then 
with his own personality and his own 
popularity in his community—the per- 
centage ought to be in his favor.— 
American Merchant, St. Louis. 





ILLUSTRATED TESTIMONIAL. 





“YOUR NEW GAS STOVE GAVE ME A WOM-+ 
DERFUL LIFT.” 








ADVERTISING AN ADVER- 
TISING MAN. 


Not long ago a Printers’ INK 
reporter was sent to ask a well- 
known New York advertising spe- 
cialist the following question: “If 
you. were to begin advertisement 
writing to-morrow, wholly un- 
known, and had real information 
and services to offer the business 
public, how would you set about 
advertising yourseli—what medi- 
ums and methods would you em- 
ploy?” After considering the query 
carefully for perhaps two minutes 
the specialist replied: “If Print- 
ERS’ INK really wants a compre- 
hensive answer to that question I 
shall be glad to furnish it. But I 
shall have to charge $10,000 for the 
information—it cost me far more 
than that.” 

Mr. Seth Brown, an advertising 
specialist of Cleveland, Ohio, puts 
a more reasonable estimate upon 
similar information, albeit he paid 
as much, perhaps, to obtain it. Mr. 
Brown is a representative advertis- 
ing man who writes and designs 
publicity and does work that is 
distinct from that of an agency. He 
is a practical printer to begin with, 
and after that an attorney. From 
the law he graduated into advertis- 
ing about ten years ago, first mak- 
ing a systematic study of publicity 
in various New York and Chicago 
agencies, and in the actual adver- 
tising of a retail store. He has ser- 
vices and knowledge to sell, makes 
a specialty of advertising plans and 
matter for manufacturers, princi- 
pally of mechanical devices and 
novelties, and to secure clients he 
advertises himself and his services. 
In a recent talk he laid down the 
following principles and methods: 
“The advertising writer, counsel or 
specialist—call him anything so you 
do not use the word ‘expert’— 
should stand in the same relation 
to his client as an attorney. These 
relations should be confidential, for 
heavy interests depend upon them. 
When he solicits business he has a 
perfect right to offer his services 
by advertising his personality, for 
if he has ability it is a -personal 
ability. This, in my judgment, jus- 
tifies him in the use of the capital 
‘I.’ The first person singular has 
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been overdone by advertising meq 
of the ‘expert’ type because 
have not known how to use it prop- 
erly. There are two ways of usgj 
the capital ‘I.’ First, the eran 
Am, or egotistical method, ig 
which the specialist undertakes to 
force bare assertions down his 
readers’ throats. ‘I know it all, 
and my decision on any advertising 
question is final’ is the attitude of 
this sort of advertiser. This ego- 
tistical use of the capital ‘I’ is of. 
fensive, of course, and I am glad 
that it is passing away. The prop- 
er use of the ‘I’ is that where the 
writer talks merely in the first per- 
son, telling what he can do and 
what he has done, reinforcing his 
statements with proofs. In this 
way I have used the capital ‘T’ in 
all my own publicity, and have 
never been criticised. I tell adver- 
tisers what I can do, and what I 
have done, making my case as 
strong as possible, consistent with 
good taste. But I stop at that, 
never making a plea for business. 
It is for the reader to decide 
whether he wants my services, 
Regularity is the largest factor in 
this kind of publicity. One of the 
best ads I have ever had is my 
monthly mailing card, called ‘Ad- 
vertising Talk by Seth Brown’ 
These vary in color and argument, 
but they are mailed monthly to 1,000 
manufacturers and jobbers in the 
vicinity of Cleveland,and havemade 
me well known in my own com- 
munity. In a certain month I an- 
nounced that I would devoteanother 
totalkingadvertising with Cleveland 
business men. I asked readers to 
notify me if they had ies 
problems, and promised that 
would not ask for an order, but 
would try and answer any question 
and make suggestions. I wanted 
to get ideas as well as give. The 
plan was a success. I made about 
twenty calls, was well received ev- 
erywhere, and got considerable 
business, besides making a number 
of good friends. The personal call 
is the follow up system of an ad- 
vertising man’s publicity. - I get 
commissions from nine out 0 
every ten men that I visit. But I 


make my mailing cards and other 
advertising do the work of solicit- 
ing, for it is a waste of time and 
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to solicit promiscuously 
when printers’ ink will do the work 
for you. When a man has read 
your ads for a year, and sends for 
you, he is interested. When I call 
upon such men I can outline plans 
and suggest definite ways in which 
I can help their business. Such 
plans are often mere outlines, but 
they are definite as far as they go, 
and form the basis for further op- 
erations. The plan is the most im- 
portant part of advertising. The 
mere writing is secondary. Too 
many advertisers dwell upon the 
importance of the matter, and never 
tell what they propose to do with 
it after it is prepared. I am now 
beginning to use space in the Com- 
mercial Bulletin, the business paper 
of Cleveland. I think that I am 
first to advertise my service in a 
daily paper in this locality. This 
advertising consists of talks much 
like those used on my mailing 
cards, and is more in the nature 
of an experiment thus far. I want 
to become known to manufacturers 
and jobbers, and believe that they 
¢an be reached in this way. The 
most carefully selected list of pros- 
pective advertisers may lack the 
name of the very man I want, and 
this method will reach him. My 
advertising is confined largely to 
Cleveland and immediate vicinity 
because I believe that personal con- 
tact is almost essential in good 
publicity. I have no faith in long 
distance advertising service. When 
material is sent by correspondence 
the essential points of goods are 
overlooked nine times in ten. Just 
now I am writing and placing some 
coffee ads based upon points that 
I got from the jobber in conversa- 
tion. These little points were 
things that he regarded as wholly 
unimportant, and would never have 
mnt into letters. Yet they are fresh 
facts, and strong ones. The busi- 
ness man who sits down to write 
material for ads is like the man 
who sits for a photograph—he bhe- 
comes conscious in spite of himself, 
and his matter is labgred and ster- 
eotvned. I exploited a trolleysplicer 
some years—a little thing as big as 
your finger, used to mend broken 
trolley wires. The manufacturer 
dwelt upon its mechanical perfec- 
tion, but I saw that the chief virtue 
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of a trolley splicer was strength. 
So we hitched one between two 
street cars, had them pull in oppo- 
site directions and secured a photo 
to illustrate our matter. That me- 
thod of presenting the device has 
made it standard throughout the 
United States and Canada. Such 
details do not come out in corres- 
pondence. No man can advertise 
goods unless he is a natural born 
salesman. The element of sales- 
manship is the greatest factor in 
an advertising man. He must be 
able to take the article out and sell 
it before he begins to write about 
it. The publicity of an advertising 
man must be dignified and busi- 
ness-like always. Pretty pictures 
and gimcracks hurt him, in my es- 
timation. While it is always well 
to refer to past work, I do not be- 
lieve in revealing too much about 
clients’ affairs. Much of the infor- 
mation that is given an advertising 
writer is inside information, and 
must be held in confidence. 

“T credit much of my success in 
advertising to Printers’ INK. 
have read it continuously for four- 
teen years, since I worked at the 
case as a printer. Printers’ INK 
helps with definite ideas at times, 
but it is more often suggestive. It 
has a goodness that comes out of 
the very heart of applied, practical, 
successful advertising. I have 
noted great improvements during 
the past year and a half. It was 
always good, but is getting better— 
getting down to the absolute facts 
of advertising. To the young man 
who contemplates taking up adver- 
tising as an occupation I can do 
no better than recommend my own 
method, which was to study adver- 
tising principles first and then be- 
gin practical adwriting in a retail 
store.” 

Apvertistnc is the only salesman you 
can employ that will keep everlastin~ 
ah all the time —Sporting Goods Ga- 
sette. 








TO THE 


EVENING NEWS 


Published at BUFFALO, the American 
Newspaper Directory for 1903 gives a 
much higher circulation rating than is 
accorded to any other daily paper in 
New York State oangeery outside of the 
City of New York. 
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PHILADELPHIA LETTER. 


A new store exclusively for 
women was opened when F. 
Marks’ Sons entered the local field 
with a fine array of goods at 1026 
Chestnut street. The new store is 
not intended as a rival to the de- 

rtment emporiums, but will con- 

e itself to certain select lines, 
and in these will aim to secure 
novelties, unusual things and at- 
tractions that will stamp it as thor- 
oughly up-to-date and as a special 
store for the gratification of cer- 
tain feminine wants. The lines 
selected are trimmed and untrim- 
med millinery, includi flowers 
and feathers, ribbons, silks, laces, 
neckwear, waists, jewelry, notions 
and perfumery. The millinery will 
be under the charge of Miss M. 
Gorman, on the second floor, and 
is to be a feature of the new store. 
The quarters of this department 
have been decorated in white and 
green, and a handsome green car- 
pet covers the floor. Throughout 
the store is handsomely fitted up 
in mahogany and plate glass, and 
has a very attractive appearance. 
Elevators run to the upper floors 
and every convenience has been 
rovided. Unique advertising is 
eing done by this new store, the 
papers used so far being the Rec- 
ord, the North American and the 
Ledger. Mr. John C. Van Haagen 
is writing the Marks advertising. 

* a + 

A novelty at Gimbel Bros. de- 
partment store at this a is 
the concerts given by the Carlisle 
Indian Band. he organization 
numbers forty-five full blooded In- 
dians of various tribes, and the 
band has won fame in twenty 
cities, having played a month at 
the Buffalo position. These 
“Indian” concerts are drawin 
enormous crowds to the Gimbe 
Store, and the band is one of the 
best attractions in town. A new 
department recently established is 
that of merchant tailoring. 

+ * * 


A meeting to organize an ad- 
vertisers’ club among members of 
the shoe and leather trade and al- 
lied industries was recently held 
in this city. The purpose of the 
organizers is to get in touch with 
one another, in order that members 
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of the trade who advertise shoes, 
leather, machinery, etc., may learn 
from each other and from experts 
outside of the trade the best man. 
ner of preparing copy, the most 
economical means of  securj 
business through any given me 

of advertising; the best mediums 
to be employed to exploit the vari- 
ous lines of business, and a gen- 
eral free discussion and study of 
the entire subject. The relative 
merits of different kinds of adver- 
tising, namely, circulars, booklets, 
calendars, trade paper space, blot- 
ters and other mediums was taken 
up for consideration and discussed 
in turn. Advertising experts from 
various parts of the country gave 
comprehensive and __ instructive 
talks on the subject of advertising, 
The call for the meeting was sign- 
ed by the following well-known 
members of the trade: Edward 
Foerderer, of Robert H. Foerder- 
er; George A. Smith, of the United 
Shoe Machinery Company ; George 
B. Laing, of Laing, Son & Harrar; 
Captain John F. Stevenson, of Ste- 


venson Brothers, and H. E. 
Moody, of De Cou Brothers & 
Company. | ‘ s 


Fifteen years ago the firm of 
Berg Brothers started business at 
No. 2340 North Front street. It 
was not long before the energy of 
this enterprising firm brought to 
them more business than their 
cramped quarters could hold, and 
they acquired other quarters, until 
this uptown business now occupies 
the stores Nos. 2340-42-44-46 and 
48 North Front street, and is the 
largest store of its kind in the 
northeast section of the city. In 
addition to this extensive establish- 
ment, this firm opened a large 
clothing house at the corner of 
Front, Dauphin and Jasper streets, 
in which is carried a full line of 
men’s, boys’ and children’s cloth- 
ing. Always on the alert to grasp 
an opportunity for the betterment 
of their firm, these indefatigable 
workers invaded the heart of the 
city, and on October 1, 1901, open- 
ed at Nos. 1007--9-11 Market street 
a store for women’s, misses’ and 
children’s wear in general. Re- 
markable success crowned their ef- 
forts in their Market street ven- 
ture. Men’s and boy’s clothing 
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was introduced, the other depart- 
ments enlarged until more room 
was necessary, and to-day, just one 
year and a half after they started, 
the Berg Brothers are occupying 
one of the most valuable business 
sites in the city of Philadelphia. 
They attribute their entire success 
to the “Cut price” method which 
they adopted at the beginning of 
their most remarkable careers, and 
to their advertising, always being 
liberal users of newspaper space. 
* * * 


The Philadelphia Sabbath Asso- 
ciation announces that more than 
$200,000 has been pledged towards 
the establishment of a new Sun- 
dayless daily newspaper in Phila- 
delphia and that the paper would 
be issued in a few weeks. 

+ * * 

The old saying about “Striking 
while the iron is hot” was never 
better exemplified in Philadelphia 
than by the “coal” advertising 
which was done immediately after 
the verdict of the Strike Commis- 
sion. Mr. W. B. Winstock, of 
the Evening Bulletin, saw an op- 
portunity for some good advertis- 
ing on the part of coal dealers 
whose supply was enormous, and 
for them he wrote striking adver- 
tisements in which price reduction 
was the chief argument. The ad- 
vertising was an instantaneous suc- 
cess, and the coal dealers who used 
the Bulletin told me that orders 
came pouring in through the mail 
and by phone, and that their ad- 
vertising proved very profitable. 


ADS THAT MUST BE TAKEN IN 
NIGHTS. 





A delivery wagon of the latest type 
stood in front of a well-known jewelry 
store the other night. Inside the store 
the clerks were closing up. One of 
them came out and began removing from 
the sides of the wagon two large plates 
bearing the firm’s nam onl 
adornment other than a very high polis 
on the rig. 

“That’s funny,” remarked a_ by- 
stander. 

“Funny, eh?” said the clerk, “Well, 
those plates are worth $200 and you 
don’t suppose we’re taking any chances 
with them in a big livery stable.” 

The same thing happens in more than 
one store. Up-to-date delivery wagons 
in this city are often rather valuable 
roperty. The wagon of one florist 

ars his name in large gold letters on 
the side, so arranged that they can 
be removed every night and replaced 
in the morning.—New York Sun. 
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BOSTON NOTES. 
By the Dean. 

A hardware house that has been 
in business in Dock Square for 
over one hundred years finds it 
profitable to run a card the year 
round offering ten per cent com- 
mission to janitors. 

a * 


The Cambridge line to Harvard 
College has in every car a card 
printed in big bold type: 

“R There! Here I R,” 
and underneata a price in small 
type giving the name and location 
of a Sea Grill. 4 
— 


The New York Sun runs in the 
“L” cars this scripture from PriNnt- 
Ers’ INK cutely credited to “The 
Little Schoolmaster.” 


There is one thing about the Sun that 
all appreciate, a prevailing state of good 
nature radiates from every page, and the 
editorial page is a mixture of Dickens, 
Heep ae A and the men who made the 
Sun brilliant. * 

~ * 


The Watch and Ward Society at 
a late meeting discussed the vul- 
garity of posters and placards and 
one speaker produced a car card of 
Cascarets showing the reclining 
maiden and was pointing out its 
improprieties when a more learned 
member informed him that it was 
a reproduction of Sir Frederic 
Leighton’s famous painting of “Cy- 
mon and Iphigenia” and the re- 
former subsided. 

. * * 

A druggist in a well printed card 
makes a good hit in this way: 

Medicine.—When you need it “bad” 
ou want it good. hen always go to 

etcalf’s. 

* * 

The Pittsburg chimney man’s 
latest is: 

“Did Shakespeare write Macheth? No, 
it was a woman who got into some 
lamp chimney troubles and wanted a 
booklet.” 


* - ad 


A new drink has a catchy card 
phrase in: 

“For goodness sake drink Phenix.” 

” * 7 

Many of the advertisers in the 
street cars are having their cards 
now printed reversible, so when 
they want a change instead of hav- 
ing to furnish a new card they 
merely give an order to turn the 
old ones. 








: 
} 
fi 
| 


50 PRINTERS’ INK. 


APPETIZING ADVERTISING. 


Some years ago there appeared 
in dailies throughout the country 
a series of ads for Canadian Club 
Whisky that was quickly dubbed 
the “thirsty copy” in advertising 
circles because recipes for mixed 
drinks were presented so tempting- 
re During the past winter the 

riterion Hotel, New York, has 
been running a series of ads that, 
following the same line of thought, 
deserve to be called the “hungry 
copy.” These appear on the first 
page of the Evening Telegram 
about three times a week. In two 
or three inches of space, single 
column, a plain pica talk about the 
Criterion’s fifty cent lunch and 
dollar table d’hote dinner is given, 
while once a week the writer en- 
ters into particulars about some 
delicacy, either staple or season- 
able. Here is one about oysters: 


Only one month more with the im- 
portant “R.” Four times a day is not 
too often for Oysters. CRITERION 
fried oysters are ALL Oysters, with 
just — = crumbs and salt and pepper 
to give them flavor. They have all the 
juice of the oyster, all the crispness of 


. the golden brown covering, all the deli- 


cacy in the world. With them a bit of 
bacon. Broiled Oysters, Oysters en 
brochette—never forgetting the bacon— 
are oxuelly ood at breakfast, and— 
Coffee—CRITERION coffee. 


Other ads deal with toiled eggs, 
scrambled eggs, baked bloaters and 
apples, all in a fresh way, giving 
information that is new even to the 
average housewife, and appealing 


most directly to the palate: 

There are more ways than one to boil 
an egg. There ig only one right way— 
on your table before your eyes. ou 
may time it yourself. There are more 
ways than one to scramble eggs. aay 
pone ask how the chef at the CRI- 

ERION does it. Here’s part of his 
secret: No milk, a little bacon grease, a 
dash of tarragon and—just enough mus- 
tard to give it zest without revea ing its 
own presence. Nothing matches CRI- 
TERION eggs in quality of cooking ex- 
cept—-CRITERION coffee. 

Bloaters. Properly cured in only one 
place in the world and sent direct to the 
CRITERION. While you eat your grape 
fruit the chef wraps each little fish in 
dampened brown paper and puts him 
into the oven. Just as you are ready 
he is brought to you, steaming, delicate 
and delicious. The most jaded appetite 
responds, and the coffee tastes better 
than usual. CRITERION coffee. 

A chilled baked apple—baked until it 
is all tenderness. CRITERION potted 
cream. Calves’ liver and bacon— 
Coffee—CRITERION coffee. Liver and 
bacon is another of the simple dishes 
which depends for success entirely on 


their cookin i 
ed very ras ie die, july Orme 
tender as butter. 

The hotel or cafe whose cuisine 
would not am ample material for 
this sort of treatment would prob- 
ably be of too indifferent a sort to 
profit by advertising. With the 
many good cookery books to draw 
on for material, and the experience 
of a chef to verify the ads after 
they were written, such publicit 
could be made entertaining mont 
after month, while its superiority 
to the cut-and-dried information 
usually printed by hotels is readily 
apparent. Readers of Printers’ 
INK will doubtless remember the 
Criterion as the hotel which was 
taken in hand more than a year 
ago ‘by Mr. George T. Stockham, 
of Kansas City, and put upon a 
paying basis in one month by 
means of these little ads in the 
Telegram. No other medium is 
used, yet the publicity brings the 
house so high a percentage of re- 
turns that the advertising is sus- 
pended from time to time owing 
to lack of accommodations. On oc- 
casions such as the Old Guards’ 
Ball, the opening of the Opera and 
other important social affairs spe- 
cial menus are advertised, while on 
each matinee day there is a fifty 
cent table d’hote luncheon for fem- 
inine theatergoers, accompanied by 
a pretty favor. A feature is made 
of prices, and on one or two days 
in the week the advertising is va- 
ried by printing the entire menu 
for the day. This appears on one 
of the inner pages of the Tele- 
gram, while attention is directed 
to it by means of a small an- 
nouncement on the comparatively 
high-priced preferred space on the 
first page. The potency of this ad- 
vertising lies largely in its first 
page position, where readers look 
for the ads every day. 

he 


“How to make business?” is the 
paramount question with men of 
business. Horace Greeley would 
have answered it by saying, “The 
way to make business is to make 
it.” But the modern successful 
business man has answered it to 
his complete satisfaction. He says 
“The way to make business (an 
the way to keep it) is by adver- 
tising.” 
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ADVERTISEMENT A 


UR 
CLEAN COUNTENANCE. 


An advertisement may be compared to 


GIVE 


a human face. A gloomy, forbidding 
co repels advances, and just so a 
heavy, dull-looking advertisement is 
promptly skipped. Here the value of 

vrundant white space inevitably suggests 
fell. White space is to an advertise- 
ment what a background is to a_ pic- 
ture; it throws the central figure 
into bold relief. More than that 
it soothes the eye of the reader and 
makes his task easy. Study the work 
of the foremost advertisers, and you will 
find that the reading matter is never 
jumbled | together, but that on the con- 
trary it is orderly and ae a “What 
a waste of room!” exclaims the old- 
time advertiser, as he scans a modern 
announcement, with its abundance of 
white space and its reading matter well 
apart. His sole notion of advertising is 
to “get his money’s worth,” as he would 
term it. He fills his announcement to 
the last line with prosy arguments and 
pointless generalities, repeats himself 

in and again, and then innocently 
wonders why his numb effort has_not 

set the town a-talking.—Canadian Cigar 
0 Tobacco Journal, 

—_+or—_ — 

Locat traits and peculiarities of the 
eople often make a success in one 
eeality, of plans and methods that 
would prove a failure if tried in an- 
other. 


pits eeidinnt 
Classified Advertisements. 





Advertisements under this head two lines or more 
without di wy, 10 centealine. Must be 
ha: tn one week in advance. 


WANTS. 
pAz papers desirous of obtaini 


representation in the ere fle 
address “ H. 8.,”’ care Printers’ Ink. 


ws aneee — Proofreading we 
Moundvilie i mae 
WA TED—Washington han hand press. 
Washington ‘st., Reading, Pa. 
Mio than 200. aad 0 copies of ihe morning edi- 
tion ) t 


he World are sold in Greater New 
ctl 


eats any 1 two other papers. 
Wise riginal stories and short ar- 
isles Ny 
Menai Biden 


the form, All sooo 
aoe FARM LIFE, Rand, 
£ desire a eww “more stead 
udy ac isp editori: — +t - apes articles. We 
eac r’s icy and needs. Try our 
nopare lars free. CROWN PUB. CO., 


proper 
d please 


to do — tw 
JENNINGS, 


customers for 


San Fra 


<oenmencny space or printing wanted in 

‘ery = for job presses; five sizes ; steel 

rs; no complaint in ten years ; 

old mers ndorse them. Send for circular. 
A. A. A.,” 84 Nassau S8t., N. Y. 


Aarts ¢ 9 L | ads for merchants. 
000 »n stock, 40 Le busi- 
early half smiliion already — State 
Jour line and send for selected proofs. HAR- 
ILLUSTRATING 8YNDICA' E, Columbus, 
Good agents wanted. 


W4xtEp- Forelady for subscription depart- 
ment of an old-established and leading 
ssricolvaral publication, in Middle West. One 
my = by with the ty of sabscription work 
rmanent an = le 

pce by addressing Gc “ GOOD RES 
New Y Good ogre. 
pher, familiar “at tabeitigtion weeks work, also 
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At CPORSUMITY, 


A me is to find mo og ‘ou know 
where itis! sdiialiy is e need , De you 
grade men to il postions that we have open 


ete. feck Fog executive an ‘and men of 
Kine ¢ Tames NC, 50 Broadeer neo 
we ide Pulloda i Bide, Chicanos Ponmayive- 


E wanta tate web perfecting new 
. We have for a a Cam Campbell 
o— ing. ~ and a 
canteen @ complete wi 
vrereot OR, mounts. Also other surplus ma 


terial, luding two Thorne typesetting ma- 
chines, we eee a 
orrespo ence FC 
CAPE AN NN NEWS, 
ae Mass. 


XPERIENCE: 12 yrs. one firm, 
4 antand 10 yrs. sole manager 
~ corr 





brochures, ete., 2 “high execu- 

tive ve ability. Young married man. 
References : Olde employer and two of the 

a. -y- ad wy" the country. 
take a positi om soyeaece eter Hay 2. 

Let me send samples and refere: 
J. A. JOSEPH. Asheville, N.C. 
— +o ——_ 


FINANCIAL. 
66 PRACTICAL Wall Street.” A pamphlet for 
Write for free sopy t to ETT 


traders. 
& WYCKOFF, 1 10 Wall St., New York. 
a 
MAILING MACHINES. 
HE DICK MATCHLESS M/ ass a lightest and 
&r qu uickest. e $12. vat ENTINE, 
Mfr., 178 Vermont St. Buffalo. x 








CALENDARS. 
OST artistic line of advertisii 


ever offered. Write for price 
BASSETT & : SUTPHIN 
45 Beekman St., New York City. 


[ sutenians 


N 


SIGNS. 


G OLD 8 DOLLAR brand 
SX Everlasting big Steel Signs, quantities, 
cost no more than cheap stencil work. 
$am Hoke Sign Shops, 608 W. 39th St., N. Y. 
em 


COIN CARDS, 


PER Less for more; any Pring. 
THE GOIN WRAPPER CO} Detroit, Mich. 


000—"* Acme. ” the most Practical coin 
eT made. Costs no re than i 
ferior ones. Send for sample. ROME COIN 
MAILER Co., Burlington, lowa. 
—_ +o 


i NTERS. 


NTERS. rite R. CARLETON, Omaha, 
P* Neb., for onan lodge cut catalogue. 


| bed F 1 a ws not satisfied where you are, try us. 
rioting promptly and aathctactory 
ni! romptly and satis 
Aine CO.. 15 Vandewater St., New York. 


Gs 
ADVERTISING Sie an ss 
>t Pocket Wallet Wallets, 4x7, 1,000 10, 
P son an ad. Y Wear Uke siciphia. a ed 
IN, Sth rt Chestnut, Philadel, 
AN \mtowr, Sat owt s cut wy 2 nail Ae, metal 


eines with your ‘ad re 10c, oo. 4100, $3.50 ; 


Hs $90. J.C. K ON, Owego, N 
PREMIUMS, 
MAGASEER book holder,an excellent p34 
li x. ntales. Waite Wel ont EL, 102 E 
i12ath 8t., New York City, 
R=4e JASLE goods are trad tive p trade builders. Tice 


jums 

we sae from the foremost on 
= wholesale ‘dealers in 

nes, 600-page Ry 

wari. annually, Sist issue now ready; ‘ 

. F. MYERS CO., 46w, 48-60-52 Maiden Lane, N.Y, 
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STOCK OUTS, 


AVE a sheet showing six sixty silhouette stock 
= 1 for medi ads, blotter cate 
rous other purposes, 25 cents. STAN 
aonb: iy AnD nn Bt, New" York. 
etilends eo fed 


LETTERS, 


|) Pg kinds received from newspaper 

rtising wanted and to let. What have 

0 or "ioe Be kind do you want! MEN OF LET- 
506 Broadway, New York, 


>> 


LITHOGRAPHY AND TYPOGRAPHY, 


Cam™, Bonds, Diplomas, Letter- 
/ heads, etc., partly iithographed and to be 


completed Wy type form. dd for samples. 
ALBERT B. ING'& CO. 





Sen 
105 William St., N. Y. 


——_—_+9>—__——_ 
ELECTROTYPING 


E make the electrotypes for a INK. 
We do the alecteo yping for some of the 
ertisers in the country. Write us for 


largest adv 
cee b —3 CRAWFORD & CALDER, 45 





» New York, 
nilhdiiiperineente 
SUPPLIES. 
D, WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 


eaine cut inks than any other ink house in the 
Bpecial prices to cash buyers. 
> 
ADDRESSING MACHINES. 
A Poneeine MACHINES—No pam used in 


the Wallace o— addressing machine. A 
card index system of addressing used by the 








largest publishers throughout the country. Send 
for circulars, WAL) LACK & CO., 20 Murray 8t., 
New York. 


— -o 
EXCHANGE. 
E XCHANGE what you don’t want for some- 
4 thing you do, If you have mail order names, 
stock cuts or something similar, and want to ex- 
e hange them for others, put an advertisement in 
PRINTERS’ INK. There are probably man: 
sons among the readers of this paper with w Boo 
you can effect a speedy and advantageous ex- 
change. The price for such advertisements is 
10 cents per line each insertion. Send along your 
vertisement. 


a 
ADDRESSES AND ADDRESSING. 


RY cuss ROUTE NAMES, he heads of families, any 
quantity, $1 per ! 000 ; sampie 200,25 centa, 
W. D. AXLINE, Tiftin, Ohio. 


A? GENTS’ LETTERS=—12,000 very choicest lct- 
ters from ents and canvassers—brand 
new—never oopese or used except by original 
advertiser. All these came from advertiseme:\ts 
in monthly periodicals, including Vickery & Hill 
List, Delineator, Christian H , Comfort, ete. 
Will rent saaee letters for quick copy at @ ve 
reasonable price. Investigate this. It’s work - 
sooning into. For samples and full particulars 
ress 
“ EXCEPTIONAL,” care Printers’ Ink. 
a 2 


FOR SALE, 
OR SALE — Soe Perfecting Press, 4 and 8 


pages, 6, 7 o: 
c Complete Sonatas outfit, shafting, pales, 
2, Ris By, very low. Address “ PRES: 


| a SALE—Cox pa 2. Flat Bed Perfecti 
. latest 





ulleys, 


m 

es | first Yt sore as 

aRTHOR C2 CAPPER, To Topeka, 

yo @ SALE—$1,250. Complete country weekly 
newspaper and aod, office plant. T 

old. noe of fhe most pi 

ys ad Mexi -, ion strictly 

dry and healthy. Average ——_ business 


nterests that regal all his t tee. Sad 


iting tn larger press. 


Address 
ington, New Mexico. 


NEWSPAPER HALF¥-TONES, 


HOOT: )NE—Ever v hear thi that word before! We 
eee Just coined it, rae oven or 

tone made, A 
E eee Ov., 61 Ann St., how York, - 


"BOOKS. ; 


PPRtERs HELPS AND HINTS, 25c. Cireular 
ree, KING, Printer, awit Mass. 


) Wes ty NG books for mail t List free, 
NATIONAL INSTITUTE, Glen ki Eten, Cal, 


UsT re = ciseste: of Atchison city and 

county, a rural routes; tax list; 

business 12,000 names. Postpaid, 91 
P. G. one directo Ktchison, Ka Kansas. 


be THEORY and Practice of Advertising,” firwt 
text oem, fifty — jexsons. 
- cover ree ald, 75 , > cloth $1. Gbtiat 
WAGENSELLEIL Kt, A. M , Author, Dept. P, 1 
Middleburg, Pa, 


66 M*,2! ADVERTISING PARTNER,” a book 
merchants and advertisers who 
yrte Oe their own ads, be of s 
nes, 


pages o head- 
By mail $i. re ROW CAND, Poet Pub. aun 
Vv y 
A” TANCE orders for copies of the Bund 
e 


payable in advan 


nd 
JEO. P, ROWELL & CO., 10 Spruce Bt. Siew York, 





+or—__—_ 
ADVERTISING MEDIA. 
lin A. 4 af erti in 
10 ion Beckie te ° ed ™ 


| bed Southern lowa ee a ——_ weekly is 
the Chariton HERALD, 2,100 sworn cire’n, 


DVERTISER’S GUIDE, New Market, N.J. A 
postal card request will bring sample copy. 


A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 


JOULTRY NEWS, 25c. year ; ad rate 5 
rline. Circulation 2,250 monthly. Wit 
LIA S& METLAR, New Brunawick, N, J. 


T= BADGER, Milwaukee, Wis., a family 

monthly, circulation general, 41,000 copies, 
rate 20 cents aline. Forms close the ‘th. Ask 
your agency about it. 


HOLESALERS’ AND RETAILERS’ RE- 

VIEW, San Francisco, covers wine, beer 
and spirit trade fat entire vest and Onent, It 
creates a demand, Write for rates. 


TT'OWN TALK, Ashland Goonen has a 

teed circulation of 2,500 co pies iasue. 
Roth other Ashland rs are srated at less than 
1,000 by the American sn Newspaper Directory. 


0 NILY 50c. per line for each insertion in entire 
list of } pounse7 papers, located mostly in 
York, New and Pennsylvania. 
UNION PRINTING ton 15 Vandewater St., N. ¥. 


Parr your ad in the POST. It —- ten 

thousand readers among the wealt srr 

cultural class every week. cents an {nck 

) — ALE, 5 goame a line, reading. POST, Mi 
ennsylvania. 


1 0 WILL pay for a@ five-line advertisement 
four weeks in 100 Illinois or Wisco! 
TOR, newspapers, ICAGO wer 
UNION, 10 Spruce 8t., New York. Catalogue 
application. 100,000 circulati circulation weekly. 


r HE LIVE STOCK REPORT, 16-page illustrated 
Ta and farm weekly. reaches 10,500 fone. 
line breederaan to 1000 fies, 6 Ah 
nes, 7 cts.; Cts.; 
|=; 4 5 cents; Ce Mi ance lines, 4 om. put 
sample 
address PE LIVE STOCK K REPORT, Union Stock 
Yards, Chicago. 


50 00 GUARANTEED circulation, 15 omy 
b a line. That’s what the PA’ 
FINDER offers the advertiser the first 

every mon Patronized ne 
order firms. If 7 are advertising and do not 
know of the PATHFIND 


THE PAT ER, Washington’ D.C. 
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DECORATED TI! Lif BOXES. 


we imagine bor beautifully un 
t Ww n 

ad Sedec ot maga how chea J a 
for samples ome totatlons. Last 
ate - many other things, over 
your ve Casca caret boxes and five millfon vas- 
Send for 3 tin desk re- 
smtenas Dit Now. ” It is free; so are 


ras wainHICAN SHOP i Sitrany, 


Brooklyn, New York. 
dale makes of Tin Boxes outside of the 





a 


BUSINESS OPPORTUNITIES. 
ish to sell a business or any kind a 
rr “estate any where for quick can 
description and price; I will send free boo Tet 
tli how it’s done ; no commissions. EMER- 
E PUY, Specialist, Des Moines, Ia, 


nes department stores enlarging 
BS whenever neighboring property can be se- 
Baitimore will very advantageously 
i a few more live merchants similar to 
Beware & Co. who have recently opened here. 
re to secure a building’ site in this city 

Saleal e ennt cash, to build at your expense an 


Og ae store. poranaees superior to all, 
ae wih m Ww No brokers nor 
middlemen re} 

treated oganennty rh returned rs po cesined. 
Address “ OWNER,” care Printers’ 


ADVERTISEMENT CONSTRUCTORS. 


USINESS LIFTER contrasts advertising. 
Scofield Bldg., Cleveland, O 


I WRITE ads that draw t fnte, Sample free. 
J. H. LARIMORE, Wester Westerville, Ohio. 


WRITE business-bringing nging advertising litera- 
ture. L F SNEERINGE R, Alton, lil. 


PE riginal © a jingles” write MARY E. 
THAYER, Gallup St., Providence, KR. 1. 
AILORDFR ADV’G written and yg 
EUGENE KATZ, Boyce Bidg., Cn 


[ WRITE ads that pull. and_ bring business. 
Write to me—do it today. PAUL L. SMITH, 
520 Davis 8t., ocaen. I. 


ADVERTISEMENTS, book pools folders, written 
snannt printed. GEO. W. WAGENSELLER, 
Middleburg, I B®. &, 


YOIN catchy combinations. They clinch. 
/ © inching Catchwords, teu conte. Postal to 
CAREY FOSTER, Poughkeepsie, N 
DVERTISEMENTS and ¢ cuts, new daily. Re- 
tailers and bankers should use the best 
Moderate prices. ART LEAGUE, no York. 
ENRY FERRIS, mark, 
918-920 Drexel Building, Philadel ia. | 
Adwriter. Gimbel, V 
I MAKE your advertising e enough different to 
aoe ee oe Seontiee. wM. 
H. BUSACK, ¥34 Barnett Ave., Kansas City, Kan. 
se § rarest won’t always you = order. 
The way you yg is what counts. And it 











must be MILLER that style.  ~ for 
pumples. MI Gi LBERT, 1836 N, 2ist st., 


snag pool some of the most successfu 
Taps that has appeared 
ove years, Wouldn't you like to see sa 
Bis ot #,/ treatment of yours! That’s free. 
KRROLL, Farmington, Mo, 


3 RESPONSIBLE concerns wanted as clients b 
an adwriter of engl experience, to furnis 
fon cy work by mat per nominal com. ¥, per- 
ge = resh, snappy, sens 
promptly, Address “ B.,” ca B.,” var care Printe: rm re ink. 
Byer sree Sloee or iny posters HAINES 
co! ites. . 
Cards for window ponerse ES 
M maille list! Snitt. it t- 

- LINWOOD HAINES, ine a Chestnut St. »Phila. 
MPROVING Hy td MATTER, getting u 
I . To and taking designs and fresh end com 

bmg Sf is my work. Just starting fifth 
work every da: Bookleta, 
olders cireulars und 








ness sta! onery. 
LTER JAMES DRAPER, Fulton, N. Y. 


PRINTERS’ INK. . = 


— wish a Booklet as complete as 

as chworbing a, os today or as 
modern as to-morrow, send Cc. P. KARR, of 
Plainfield, N. J. 


I one i Wiha, TAKE Bi ood ‘ON — 
for a ypewet r, 
writer furnieure and o eugptios sel 
them and supply agents to “push = 
kinds Ff advertising done. ting a 
ogee Write me and allow me 'to tell you 
labour it. C, B. PERKINS, 
267 Auantic A Ave., Boston, Mass. 


F the arguments and ideas that form the pres- 
I — basis of your advertising have become 
from overuse, let me ay A to dig out a 


can do is to 
give your ents a ov aon, , tf can usu- 
ally manage to do a litele more. and 
literature for the asking. BENS AMI SHER. 
BOW, Advertiser, 1019-21 farket St.,Philadelphia. 


I Np —— ! and designers should use this 
column to increase their yy - The 
price is ra? 10 cents a line, bet; as & 

of jum published consi beings circula- 
tion and -— 7 Anumber of the most suc- 
cessful adwriters have won fame and fortune 
through persistent use of ay Ly 

began smail and kept at it. Sed do like- 
wise. Address orders, PRINTERS" IN 10 Spruce 
8t., New York 


DS THAT SELL DRUGS. 


I have a service for retail druggists that makes 
trade. Makes itin | weather, too, and that’s 
what you want. r six-inch single column 
ads or smaller with cute) will cost for trial. 
You'll want more. Write 
MERRITT ausL Ee, - 

‘oO we 
aon, N.J. 
“ A ADS attractive, pointed, terse, 
fas in bright and Sowtas s al 
ng, rolling, lle chimes. 
as sweet bells’ ~ 17 
nae that burn into the bra’ 
Ads that don’t appeal in ~ 7] 
se. with oo - it in every line, 
ling goods their chief d ad 
That’ tne class of work done by “JACK THE 
JINGLER,” 10 Spruce 8t., New York City 
66 GFLLING M MORE GOODS. 
the salesmen to sell them. Sell- 
aid of salesmen.” 


ing of the all-impor- 
tant question of increasing sales. An experience 
o= cage so aevertiner ae ee 
ng and wholesale concerns es me to speak 
on this subject from a strigl 

point. Write for a copy, W. © you are 4 
manufacturer, wholesaler or retailer. It’s free. 
EDMUND BARTLETT, Advertising Specialist, 

Tract Bldg., New low York 


i TIS FRIGHTFUL LY COSELT 1 
for a man in any business or profession 
whatsoever, to be — jOTTEN a “and "enlis is what 


tH 
Pi 


yn new ideas for you. The | 


makes oblivion co veey, ¥ ry “high.” The 

man who is REMEMBERED by a buyer about to 

place an order is the man wae gets DER 

every time, whereas the man who is 

TEN don't. I make as specialty of buildt little 

memory jogging “ things ” of various kinds that 
ya r 


used insure their Joon 
= so EXPENSIVELY OR N. 
ny of these tittle things” of my“get” slip into 
6% envelopes and into most “heads” 
IL 0.7 epwards and say in «mall space apace que 
as much as need be sa’ id to a bu man wi 
thirst for’ “hot-air ” and under 
perfect control. I’m always ¢' to send 
samples of my “ doings” a those whose com- 
mubications ible business, and who 
know too =], use a postal card when asking 


that * Ti 
rMBER m Tae, pies snag 1! too 
cannot res memo! 
often if (acne discreetly. wmes ™ 
” include catal 
price lists iets. f 


otters. me etpowers. tan 
ps, circu tters in series. n — tt 
zine and A journal advertisements; in shore, 
jal literature in all of its many possi- 


ies. 
work includes wring up the subject mat- 
onl or all such things, yt om nones Reet a 


often from "FhaNeis ones. 
NCIS T. MAUL 
No. 21, 402 Sansom Bireet, Philadelphia, 











*: Be PRINTERS’ INK. 
Displayed Advertisements. New York Dramatic Mirror 
ais ecenensenenetaiamminetammnememmmmeeed 


121 W, 424 8t., N. ¥. Established 1 
CA NADA . tent | pe a, — eer, actor, = 
CARAS ADVERTIAING is boat donoty THE | Public in every cow 9 theate ca via 
DESBARATS ADVERTISING AG'Y, Montreal. | fy'tne U.S ado the hae oP neatrical in 
mercial advertisements now running in Tu 
Mirror. Rates and sample copies on request, 











TO THE 


RICHMOND arene 
TIMES-DISPATCH §| Gon) ‘representa ‘the tn 
collection of half-tone and 
fhe Anfrioan Rewmaper Direstory line cuts for advertising 
rating than is accorded to any other fn'tho world, Pris eee 
DAILY PRINTED IN VIRGINIA Pobiteniee Compaee. toh 
, 





bury Street, Boston, 








—-. 


IMPROVED SERVICE ! 


In addition to the indorsed introduction 





ee 








| According to the latest 


P bett 

issue of Rowell’s Amer- PLAT keatiig of tavien ant oa 
* n in papers more convenient in size, better 
ican Newspaper Direc- printed, and with advertisements better lo- 


cated to attract the attention of subscribers 
tory the 1 


Memphis ||! 8) Bsincre 


Commercial " which give indorsed introduction into : 
Over 200,000 Religious Homes 


























Appeal Snseraeeceae > arent oe 
PUT THEM ON YOUR LIST. 
‘eda The Sunday-8choo Tim 
i 44 e Sunday-8choo es 
has a larger Sunday issue ||/| 79 he Presbyterian 
and also a larger weekly | || 76 The Lutheran Observer 
issue than any other Sun- | || 22 Baptist Commonwealth 
i e er 
day or weekly printed 59 The en Weaeenetee 
south of Washington, Cin- 46 The Lutheran 


We Shall Be Pleased To Hear From You. 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. | 


rem 
Geo. P. Rowell & Co.,, 


ADVERTISING AGENTS. 


cinnati or Saint Louis, 
































Writing, Printing, Placing and Illustrating 
of Advertisements. 


Taking Care of all Mechanical and Technical 
Details Without Extra Cost to Advertisers. 





10 Spruce St., - = = # @ New York. i 
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| a Class 
By Itself. 


That's the position occupied 
BY 


The German 





Daily Gazette 


At least 50,000 Germans 
read it daily and read noother, 
because they cannot master 
the English language, 





Advertising rates on appli- 
cation. 


The Philadelphia 

| Cerman Cazette, 
924 Arch Street, 

SE RR SER 

WHEN 


a strong Republican two-cent 
evening paper like 


The Jersey City 


Evening Journal 


has far the largest circulation 
in a Democratic stronghold 
that means something that 
shrewd advertisers appreciate. 


























DAILY AVERAGE CIRCULATION : 


1899—14,486. 1900—15, 106. 
1901—15,891. 1902—17,532. 


I903—1 8,460 


A HOME, Not a Street 
Clroulation. 
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/ am Open 


to en ment, at a salary from 
$1, upward, per year, accord- 
ing to what is required of me. 

ave done important work for 
Pearline, H-O, Force, * 
Shredded Wheat, Ingersoll 
Watches, Singer Sewing Ma- 
chines, International Silver Co., 
Mutual Life Ins. Co,, Aetna Life 
Ins. Co., Dixon Pencils, ete., in 
all, forty different advertisers. 
20 years’ shop and office experi- 
ence in all branches of printing, 
na gg ee booklet and copy- 
making, including two years as 
advertising assistant for Pearl- 
ine. Have purchased train loads 
of printing and lithographing. 


References : 


Jas. Pyle & Sons, New York. 
R. H. Ingersoll & Bro., New 
York, 


W. S. Sullivan, Adv.Mgr. Mutual 
Life, New York. 

A. E. Rose, 1 Madison avenue, 
New York, 


Calvert Litho. Co., Detroit. 
Forbes Litho. Co., Boston. 


Ottmann Litho. Co., New York, 
or any of the above. 


After investigating me thor- 
oughly by direct reference to 
some of the parties mentioned, 
Mr. F. D. Hurtt, advertising com- 
mittee-man for Pond’s Extract, 
wrote me Feb, 11, 03: ‘‘Your tes- 
timonials are certainly very 
good.” 

(The P. E. business went to an 

mcy, being insufficient, prob- 
ably, to warrant the engagement 
of a whole, energetic man, all the 
time.) 

I will handle a limited amount 
of business through an agency at 
guaranteed lowest rates available 
to any one, plus a percentage. 


ADDRESS : 


Lewis Saxhy, 


3 W. 29th Street, 
N. Y. Olitys 
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The price of the American Newspaper Directory | ‘‘ Shrewd Advertisers Usually 


a 4 ony net cash, all transportation!  Sejsec¢ Growing Mediums.” 


SHR THE 
ROWELL'S | coany RAPIDS 
AMERICAN 
NEWSPAPER HERALD 


DIRECTORY |, oe 


of paid advertising. This is the largest num. 
ber of columns of paid advertising ever pub: 
Grand 


lished in any one month b 
Over 1400 Pages. Rapids newspaper. It was _— 


A. som, fe = epenee g my on An _ phe ota rattomyen a Day 
ws r Statistics in the United § over the month of Aprillast year. Becau 
—a ee States and this increased volume of advertising. ao 
— our increased rate (new card rate went into 
It gives a brief description of each place in | effect September, 1902), advertising earnings 
which newspapers are published, population, | for April show an increase of 41 per cent 
railroads, local industries, name and location of | °V@T the same month last year. 





THIRTY-FIFTH YEAR. 








i 








i 

i county, etc., etc. April, 1908, Earnings.......... $9,252.14 
| It gives the names of all Newspapers and | April, 1902, Karnings.......... °8:333:453 
1] a -y ang ag nes Shes a a 82,714.39 
yl t gives the Politics, Religion, Class, Na- 

\ tionality, etc. 1903 

i It gives the Frequency of Issue. Cols, In. Cols. In, 
i It gives the Editor’s name. 1 Aprill...... a 18 
ij It gives the Publisher’s name. 8 2 : 

i It gives the Size of the Paper. 18 
att It gives the Subscription Price. 9 

i It gives the Date of Establishment. on 

i It gives a separate list of all newspapers 7 

ti having a Sunday issue. 8 

i‘ It gives a list of all Class Publications (Re- % 
44 ligious, Agricultural, Medical, Trade, in For- 16 

f eign Languages, etc.), and a complete index to es 

{ each class, 18 

; It contains maps of each State, showin 16 
at towns in which there are newspapers wit 15 

Mf more than 1,000 circulation. ié 

' It also contains other valuable tabulations 18 
i and classifications. 12 

4 2 

i IT TELLS THE CIRCULATION ‘ij 

AND TELLS IT TRULY. 2 

; It gives the present Circulation—as well as 5 

i for a series of years past, thus enabling an ad- « 

i vertiser to determine the probable future. 12 

It gives a separate list of all papers rated in 5 





the body of the book with a circulation of over 
one thousand. 


As the most important portion of the informa- 
tion supplied by a mercantile agency co! 
rt of the financial s of th 


Total....1084 1 








a repo : - a4 Total spanenee eooes Bags seeresoonceseoess 
about whom information is asked, so is the cir- ae | a pm i . 
culation of a newspaper rally conside: erage percay, 
the point “a ny while information will be of | Increase per day. 
ue to the advertiser. The pos-| Theaverage Daily issue of the HERALD for 
eile care ie fanen tc maak the Dire rem | the Year 1902 was 2.196. Sworn detailed 
excludes but definite statements bs while é Lowest s advertising Fate, % cents: per agate 
reso! inge ne; erred positions, per cen 
- $e. - — seccsacntciei’ extra. Ko other medium in the United States 
gives better returns according to cost. 


Advertisers, Advertising Agents, Editors. 
Politicians and the Deparenente of the Go’ : The Crand Rapids Herald 





frites 





vern- 


es eee ee 


x. 


nid pr wad rely upon its statements as the recog- | GRAND RapPips, MicHi@an. 
fi D 

rer BRICHT & VERREE 

i GEO. P. ROWELL & CO,, Publishers, Wew Your, Gun. 





10 Spruce Street, - + «+ New York. | Tribune Bldg. Boyce Bldg. 
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OUR EXOLUSIVE 
FIELD, 


Southeastern Pennsylvania 


100,000 INHABITANTS, 






The Most Popular Jewish Daily. 


~ DAILY 



























in one of the richest and most pros- 
rous sections of the Keystone 
state, 
1,000 Industrial Establishments 


Established 1887, 


Largest Circulation 
Reaches more homes om, SP, Jewish 


— events employing 20,000 employees, 

— $9.00 aggregate wages exceed 
’ ) ing] . 

The Volksadvocat 000,000 in a single year 


Weekly. 


The only weekly promoting light and 
knowledge among the Jews in America. 


THE 
Chester : Times, 


has more than twice the circulation 
of any other Chester daily and 
covers this field thoroughly. Write 
for rates and other information, 


CHESTER TIMES, 


WALLACE & SPROUL, - - Pubs. 
CHAS. R. LONG, Business Manager. 


P. R. NORTHRUP, 220 Broadway, 
New York Representative. 





M. & G. MINTZ, 


PROPRIETORS, 


132 Canal St., New York. 


TELEPHONE, 068 FRANKLIN. 











Circulation Books Open for Inspection. 























meme 











A Phenomenal Journalistic Success 


he Salt Lake 
Telegram. 


The Only 3t. Paper Published in Utah. 








It has the largest average evening circulation of 
any daily published in Utah, Idaho, Nevada and 
Wyoming. To reach those States, you should ad- 
vertise in THE SALT LAKE TELEGRAM. 


JS. C. BECKWITH SPECIAL AGENCY, 


Tribune Building, - + New York. 


H. M. FORD, 112 DEARBORN STREET, CHICAGO. 
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READY-MADE ADVERTISEMENTS. 


Readers of Printers’ Inkare invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department, 








I have often wondered why 
there is not more and better ad- 
vertising of hay and grain. *The 
ads of Mr. Manuel T. Hatch, of 
South Norwalk, Conn., one of 
which is ‘here reproduced, seem to 
show that there is really something 
worth saying for this line. Mr. 
Hatch’s ads are conspicuously dif- 
ferent from and better than any 
other hay and grain ads that have 
come to my notice. 





Nothing that we can’t 
“stand by” comes into our 
store or goes out of it. 

Our reputation stands be- 
hind everything we sell. 

ake our oats tor example; 
They’re carefully screened 
—all the dust, dirt and chaff 
sifted out. We don’t want 
to increase the number, of 
wind broken horses, Give 
your animals wholesome food 
—they deserve it. And we 
sell it. Buy oats that’s 
clean. Manuel T. Hatch. 





All Right. 


A Telephone 
Runs Your 
Errands in the 
Rain 

edi. an Ta ee 


fort to have such a servant 
seety to help you night or 





ay. 
Residence rates at all 
prices, according to service. 





Good for Almost any Line. 


We Need the 
Money 


And we believe that after 
a fair trial you will need 
our meats. e are making 
new customers every day. 
People are trading here now 
who never did before—and 
mever expected to. There 
must be a cause. Perhaps 
it’s the quality of our meats 
and the promptness of our 
delivery. 

Better investigate. 

















The Headline Tells the Tale, 





Go-Carts ae 
$9.25 to $35 


Which is the best go- 
cart. 

The Wakefield. 

Why? 


Because its makers know 
their business best. 

Made of the finest reed, 
upholstered in pearl cordu- 
roy; steel running gear, tin- 
ned or enameled; foot brake; 
rubber tires and hub cap— 
all the improvements. ull 
of style; Wakefield carts 
make the cheap ones look 
like poor relations. None 
under $9.35, but nobody 
grumbles. he carts are 
worth the difference. 

To be had here only in 
first | Look out for 
seconds! 





It Might be Interesting to Know 
Price, 





A True Violet 


Perfume 


is difficult to obtain. 
We sell an imported extract 
and a toilet water that pos- 
sesses that sweet and deli- 
cate odor to perfection. It 
is quite a pleasing sensation 
to be reminded of that mod- 
est flower +! the stolen per- 
fume of its hidden petals. 





For 


a@ Reorganized Vaudeville House, 








Yes, I Know 


the Odeon Theater 
had run way down when I 
leased it last June with the 
intention of making an ab- 
solutely first class place of 
amusement out of it. Some 
said I wouldn’t succeed— 
but—I g@m_ succeeding—and 
the new Odeon is now play- 
ing to the best class of pat- 
rons ever seen in a_ bur- 
lesque house. A _ bright, 
clean, cozy theater with a 
sparkling stage performance 
y a company of 25 talented 
artists (including 16 girls 
that are actually beautiful) 
is what’s drawing the pat- 
ronage. A matinee ever 
day for those who can't 
come at night. Smoke if 
you like. James Madison 
(the new man at the old 





house). 
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You find Excellent Advertising Ideas 


It's Time to do Something in nordimgaee where You least Expect Them. Keep 








his 
Earnestness 
Deal. 


where—one of them is a 
foot pump that requires no 
screw coupling—just put it 
down beside the wheel and 
pump away. you knew 
of them we wouldn’t be able 
to get them fast enough, for 
they are not easy to get— 
6oc. each. 











has a Ring of Honesty and 
hag 7 orth a Good 


That's 





A Good Pocket 
Knife for 50c 


and happen to need a pocket- 
knife, you'll rush in and get 
one of these knives. : 

Then I’ve lots of high- 
grade cutlery for household 
and other uses that will in- 
terest you, because the prices 
and the quality are right. 
I am_ determined to prove 
that Pitts means low prices 
and good quality. Send in 
your mail orders-—I’ll treat 
ou right. You'll never 
ave to ask for your money 
back. That man Pitts, the 
stationer. 








est Savings Bank 





pee! Eyes open for them in Reading 








Cycle Sundries ooks and Newspapers. 
f them— 
kinds then you're “key to The New York 
— that 
aor ‘not likely to. find .else- Journal 


Monday evening, printed 
a strong editorial pans 
the adulteration of drugs an 
foods. Here is one of the 
paragraphs: 

“There is enough arsenic 
in beer in the cities of New 
York and Chicago in one day 
to kill a small regiment of 
men. But there is no muni- 
cipal laboratory where the 
poisoned beer may be analyz- 
ed and the brewer punished. 
The individual brewer is a 
millionaire, and important. 
Who cares for the individual 
beer drinker, or the gradual 
poisoning of his system?” 


Two, three and_ four How much arsenically pois- 
blades, with pearl handle. wned tbeer comes ito Dan- 
This offer is a worla-beater, bury? Its full share, you 
and if you appreciate a snap can bet. There is one al- 


fe a safe beer, however, 
Zeltner’s. There is not a par- 
ticle of anything in Zeltner’s 
but barley-malt, hops, yeast 
and water—that’s why they 
call it Old-Fashioned. Keep 
on the safe side—stick to 
Zeltner’s, ic’s absolutely pure. 








One 


of a Splendid Series Printed 
John Blake in the Danbury, Conn., 
“News.” 





“ After the 
Ball is Over” 


This is One of the ; I'll k lunch 
Ads I have Seen i a Long Time. open to-night till the "ball 
room lights go out. There’ll 
be special shell food dishes 


It’s Down in the 
Book 


are not ready for it. If you 
are depending upon the bank 
account of your conservative 
friend you are building on a 
sand bank. 

There’s only one safe way 
—keep out of your salary 
each week a certain portion 
of your earnings and lay 
it aside as a reserve fund. 
Don’t think that because you 
can’t spare $5 or $3 that it 
isn’t worth while saving any. 
It is worth while if you save 
but fifty cents or a dollar. 

Every big bank account is 
the result of the accumula- 
tion of small savings. We 
have a savings department 
to_help you save. 

Ever send money bank 
draft? It’s safe, it’s the 





cheapest. We issue drafts. 








aay | at all times, so you 
can have a bite between sets 
if you want to. No waiting. 
Oysters in every style. Wel 


that there’s a proverbial rarebits. Albany bucks. Hot 
“rainy day” coming for you. chowders. 
It’s a good bet that you Coffee. As a special, evap- 


orated cream, a new prepara- 
tion for coffee, used to-night 
for the first time. No extra 
charge. 





For a Carriage Painter. 








Paint Up 


Now is just the right time 
to have your carriage or 
wagon painted "p. for the 
coming season. he roads 
are navigable, once more. 

We have the finest equi 
ved carriage painting esta’ 
ishment in town in connec- 
tion with our stables and 
are prepared to do the very 
best work. Have your car- 
tiages painted now and the 
varnish will have a chance 
to harden before using. 











by 





60 PRINTERS’ INK. 


THE DAILY NEWS 


Leads All Other Dayton Papers 


It is the success born of merit and it is merit that makes The Dayton 
Daily News the only paper necessary to use to cover Dayton and 
vicinity, and makes it impossible to cover the field without The News, 


FACTS IN FIGURES: 











. News Gains: veivertaend 
In the first four months of 1903 The News carried................... j ol 
In the first four months of 1902 The News carried..............++++: d V 
PE ME sisaese cévoeemerednenusseengccoeseses Sev ibedsvdesebunsevarernal 297, 
* Lines of 
Press Losses: re Rms ml g 
In the first four months of 1903 the Daily Press carried wad 1 
In the first four months of 1902 the Press carried.:.............. eed ’ 
SIE es SO Ne RD 43 183 S 
Herald Gains: lAavertaaag 
In the first four months of 1903 the Herald carried.................. 1,082 
In the first four months of 1902 the Herald carried..............ss008.. 983848 
REL RTL OTE LE OO LT: ---98,980 
ee OWS CHOON OF GAIN OFET PIOGD ...w oi... cccccsccccccvceccccdoctscescces 34l, 
The News excess of gain over Herald..............ccc0-cee-seecsecsccsecee 
And this notwithstanding The News rate is greater than the combined rate 
of both its contemporaries. 
In Popular Wants Want ads 
The News carried in the first four months of 1903..............ceeeecceees 
The News carried in the first four months of 1902................ccceeeees 18433 
I TE 5: lab oiuuubpet ere dhecwarons aistenebedsdvenessseces ja Selaneaadl 3,659 : 
The Press carried in the first four months of 1903......... -....cccceeeeees ’ 
The Press carried in the first four months of 1902..,..............ceeeeees S338 
SERS IST SESS 0 ane cs iene Re id Bet! 2,598 ; 
The Herald carried in the first four months of 1903................ 0005. 
The Herald carried in the first four months of 1902............... Sond aie 1378 
EE RT pseeibeclgis axoiveiee nel 1,294 


THE REASONS FOR THIS SUCCESS 
THE NEWS GUARANTEES— 


A net paid circulation of 16,500 complete copies sold daily. 
More circulation on every street in Dayton than all its competitors 
combined. 
More City circulation than the total circulation of any two of its 
OAs Onatte-ctveiation then the tobi a 
ore Outside circulation than the city and country circ 
tion of any one of its competitors. y ay cizonle- 





When making Seq With a success: 
up your list Oi | get tN fui paper. 


Eastern Western 
Representatives, THE DAYTON Representatives, 
LaCOSTE & MAXWELL | DAILY NEWS| The. J. Billson Agency 


h ‘ ° 
140 Nassau Street 27 E. Second St. # Tribae Bae 


New York City DAYTON, OHIO Chicago, Ill. 
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No Reduction 
In Circulation 


of the Ellis papers during the summer months. 
We maintain our circulations and mail our full 
guaranteed number of papers each and every 
month during the summer, as well as other 
seasons of the year. 


2,075,000 Copies 


of the Ellis Papers 


will be guaranteed each issue. 
Proofs of circulations will be furnished to any 
advertiser desirous of seeing them at any time. 
This method of giving advertisers full measure 
is what has made the Ellis papers the leaders 
among mail-order publications—the position they 
hold to-day. 


These ae THE ELLIS PAPERS that PAY 


Circulation Rate per line 
Metropolitan and Rural Home - 500,000 $2.00 
The Paragon Monthly - - ~- 400,000 1.50 
The Home Monthly - - ~- 400,000 1.50 
The Gentlewoman - = =» 400,000 1.50 
Park’s Floral Magazine - ~- 375,000 1,25 


For further information address 


THE C. E. ELLIS COMPANY 


713-718 Temple Court Building, 112 Dearborn St., 
NEW YORK. CHICAGO. 
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Only 65 More 


AND THHN IT WILL BH 


20,000 


Sworn daily average for 
April, 19,935; for last five 
months, 18,438—the largest 
circulation ever obtained by 
any Nashville newspaper, 
although the advertising 
rates are lower than the com- 
petitors’. 

87% percent of the Dazly 
News circulation is in the 
homes. 

Delivered by carriers. 


What more could you ask ? 














Daily News 


Nashville, 


Tennessee. 
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They Work Like a Charm 























Your goods have been very satisfactory —Gazette, Antwerp, 


MN. Y. 
We are very much pleased with the ink purchased from you, 
as it gives satisfaction in every way.—Mail, Charleston, W. Va, 
Your news ink is very satisfactory.— Reporter, Wellsville, N. Y. 
Send us same ink as before.—Star, Wilmington, N. C. 
Your news ink proved very satisfactory.—/ournal, Superior, 
Neb. 
Your inks are O. K., and we are certainly well satisfied with 
them.—A thens Press, Aun Arbor, Mich. 


The above testimonials reached me 
in one mail, and with the exception of 
the Nebraska one, were all similar 
dates. Each of them was accompanied 
by an order with the money, and they 
made me feel a foot taller. 

Is there any ink house in the world 
that can equal my record of ten thou- 
sand customers who have never been 
bothered with ink drummers (as I 
never employed any), and who paid for 
one hundred thousand orders before 
they received the goods? 

n nine years | have not been re- 
nape to refund the money more than 
fty times, and I consider this a good 
record, considering the numerous con- 
ditions with which my goods have to 
contend. Send for my new price list. 











ADDRESS 


PRINTERS INK JONSON, 
17 Spruce St. New York 
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CLIPPED AND PASTED. 


Tue Porr—But, sir, everybody who 
reads my verses say they contain a 
great deal of true poetic fire. 

The Editor—Oh, I don’t doubt that, 
but, you see, our establishment is steam 
heated.—Chicago News. 

“I Ave often wondered,” mused the 
old professor, “what effect this new 
compound would have on the human 
system.” 

“Well,” proposed the irresponsible 
student, “suppose we put it on the mar- 
ket as a new breakfast food.”—Pitts- 
burg Index. 


“Do you subscribe to the theory that 
people’s characters are made by what 


they eat?” 
: “No,” answered the scientist; “but 
judging from the advertisements I 


should say that in many cases their rep- 
utations are made by the medicines they 
take.”"—Washington Star. 


“How d’ye do, Brother Hayrick?” 
said the country editor; “what are you 
filing the saw for?” 

“"Cause it’s dull,” replied Farmer 
Harick; “what did ye s’pose?” 

“H’m, always file things when they’re 
dull, do you?” 

“Wall, no; thar’s that weekly sheet o’ 
yourn; I never file that.”—Philadelphia 

ress. 


WHEN you report yourself as being on 
the sick list as late in the week as 
Thursday or Friday morning, you 
should, in justice to the editor, remain 
sick at least until the papers are in the 
postoffice. It is terribly embarrassing to 
say that Mr. or Mrs. Geewhilikens is 
dangerously sick as we go to press, and 
then, while lugging the papers to the 
postoffice, meet the said party on the 
street, looking quite cheerful.—Milling- 
ton, Mich., Gazette. 


Horace Greetey was one of the most 
profane men that ever lived. Cursing 
was second nature to him. He even 
called himself names that would cause 
a duel in the South if applied to a 
friend or enemy. hen he_ realized 
that he was dying he said aloud: “‘Wel 
the devil’s got you at last, you damned 
re) -.” A week after the funeral 
his daughter, Miss_ Gabrielle oe 
wrote to Whitelaw Reid, the young edi- 
tor in the Tall Tower (Tribune), to 
know what were the last words of her 
father. Reid wrote back: “Your dear 
father’s last words were, ‘I_ know that 
my Redeemer liveth.’”—New York 
Press, April 6, 1903. 


“Wire welcoming contributions 
from_our many literary friends,” wrote 
the Great Editor in his paper, ‘‘and as- 
suring those who may desire to favor us 
with their lucubrations (continued 
stories and epic s being especially 
welcomed in our present conditions), we 
cannot undertake to return rejected 
communications.” E 

“Boy!” roared the Great Editor to 
his office aid, “bring up another scuttle 
of those spring poems. ‘While they by 
no means take the place of anthracite 
or hickory and maple, I find that they 
burn much better than snowballs. In 
time of drought never criticise the color 
of the water.”—New York Herald. 
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Mrs. RANGLE—I’ve advertised f 
servant for a whole i “4 
sults : oe week with no te 

rs. Cumso—Well, I adverti 
3 good okies pesy ase and iad hg 
our to select from t st 
timore Sun. foe 


“You've described your wife's 
dog all right,” observed the advertising 
clerk, running his eye over the three 
line “want,” “but you haven't stated 
where you wish the answer sent.” 

“There won’t be any answer,” the 
man said, with the grim smile of one 
who knew what he was talking about, 


WE have been appealed to b 
scriber who says he is well situated Ie 
the manufacture of a health food but 
doesn’t know what class of consumers 
a . nor ried to name it. 

ry the pugilists and other athl 
You might call the food “Lika Fitae 
“Heapa Spunka,” “Backa 
Winna,” “Staminalene,”’ “Lickum 
Vita,” “Up-an-at-um,” or something of 
that sort.—The Roller Mill. 


“Wuat’s the matter?” asked the ad 
vertising solicitor. 

“Matter!” demanded the manufactur. 
er of the great hair restorer; “if you 
had any sense you’d know what's the 
matter. In that display ad of mine 
yesterday I said that our wonderful hair 
medicine had been on the market for 
20 years and on the same page your 
people published portraits of four 
headed men!”—Chicago Record-Herald, 


“Wat was the fire?” asked the city 
editor of the *sallow journal. 

“Nothing at all,” the new reporter 
answered; “only an old shed burned.” 

“Many people there?” 

“Ten thousand, I should say, mostly 
children.” 

“Good! Give it half a page.” 
' The 6 o’clock extra came out at 1.90 
with this scare head: 

TEN THOUSAND CHILDREN 


See a Shed 
DESTROYED BY FIRE 
_ THe publishers of the Padditt Mage 
zine announce with some pride that they 
will shortly inaugurate a strikingly new 
movement in li Instead of 


literature. 
having the authors prepare the stories 
which are inserted in the center of the 
magazine, these worthy individuals will 
be compelled to write the advertise 
ments, while the adwriters_ will 
given full sway in the pages devoted to 
real romance. We are permitted to 
copy the following display lines from 
the: advance sheets of the advertising 
pages: 

“Prisoners of Soap! The Adventures 
“ Lathers and Grit. A clean, helpful 

ory. 

“The Scalped Mattress; or, How_it 
Felt to Have the Hair Removed. By 
Old Nick Carter.” 

_ “Sherlock Homes and Happy Homes 
in the Laymeout Subdivision. By 
Donan Coyle.” 

“The Light That Failed. It Was Not 

the Smel sbach Light. By Kidyard 


Rupling. 

“Striking Testimonials to the Efficacy 
of Dr. Healem’s Heart Cure. By the 
author of the ‘Letters of Elizabeth.’” 

Etc., etc., etc.—Judge. 
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